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Newly Formed Harris, Harlan, Aesape 
Now Is West Coast Unit of Richards 


Shop Has Been Affiliate 
of Brooke, Smith; Move 
Creates Richards Overlap 


San Francisco, June 26—The 
latest chapter in the Fletcher D. 
Richards Inc. story, West Coast 
division, was written here this 
week, with the book still open for 
additions. 

Effective July 1, the Richards 
agency will have a new division 
bhere—Harris, Harlan, Wood. 

The principals are King Harris, 
who will be president of the divi- 
sion; Ridge Harlan, vp and crea- 
tive director, and Parker Wood, vp 
and marketing director. 

They formerly operated here as 
Brooke, Smith, French & Dorrance 
of the Pacific Coast Inc., under a 
contract expiring this month. They 
had their own accounts and gave 
West Coast service to BSF&D 
clients. 

They, their accounts and their 
people are now all moving into 
the Richards fold. They will take 
over the 58 Sutter St. offices 
previously occupied by the Har- 
rington, Richards & Morgan divi- 
sion. 

This new move by the Richards 
agency follows closely on the heels 
of the departure of Eugene Har- 
rington as president. Mr. Harring- 
ton is joining Honig-Cooper & 
Miner next week as board chair- 
man, and four West Coast clients 
are trailing him to his new shop 
(AA, June 23). 

The Harris, Harlan, Wood ac-' 


counts include Folger’s instant 
coffee; Granny Goose foods; W. P. 
Fuller & Co.; Safeway Stores| 
(Captain’s Corp. frozen sea foods| 
and Lac-Mix); Magna Power Tool | 
Corp.; Boothe Leasing Corp.; Pur- 
eta Sausage Co.; Golden West 
Broadcaster (Stations KSFO and 
KMPC); Harger-Haldeman (Chry-| 
sler-Plymouth distributors). 


® Fletcher D. Richards, president | 


a) 


($2,000,000 Here, $2.250,000 There . . . 


McCann Adds National 
Airlines, Ajax Accounts 


| ‘Foaming Cleanser’ 2nd 
McCann Colgate Account; 
Houston Keeps Cashmere 


New York, June 26—Ajax, the 
foaming cleanser, floated $4,000,- 
000 worth of advertising down the 
Bryan Houston Inc. drain today, 


and board chairman of the Rich-| Get the honest taste ofa Lucky Strike and deposited it at the wide-open 


ards agency, worked out the|_ 
Harris, Harlan, Wood deal during 
the past two weeks, with the 
assistance of Robert Durham, New 
York advertising agency consul- 
tant. 

Mr. Richards announced that 
these new arrangements will give 
his agency billings of $2,200,000 
in San Francisco—about double 
what Harrington, Richards & Mor- 
gan billed here, he said. 

The situation remains some- 
what confusing, because the Rich- 
ards agency now has two wholly- 
owned divisions on the West Coast. 


® Harrington, Richards & Morgan 
—the name has not been changed 
yet—still operates out of Los 
Angeles under the direction of 
Raymond R. Morgan. Its San 
Francisco man—Porter F. Ander- 
son—will continue as a vp of 


Harrington, Richards & Morgan, | 
|color graduated from the “step- 


working in the Harris, Harlan, 


Wood offices on the Folger ground | 


|coffee and Planters peanut ac- 


‘counts. Thus, in effect, Folger’s 


(Continued on Page 80) 


Sears, Roebuck & Co., Pharma-Craft's 
Coldene Stick Accounts Move to C&W 


Mayers, Splitting with 
C&W, Had Been Named; 
Now Stays as Consultant 


Los ANGELES, June 26—The 
merger termination plan for Cun- 
ningham & Walsh and Mayers Co. 
rolls to a finish here July 1, with 
C&W’s Chicago office acquiring the 
Sears, Roebuck & Co. account. 

Originally, it had been an- 
nounced that Mayers would keep 
the Sears account, which it ac- 
quired in 1955, when the merger 
ended (AA, March 17). However, 
the Mayers agency will be retained 
for a period of years on a con- 
sultant basis, it was said. 

It also had been announced, 
originally, that the merger termi- 
nation would go into effect Sept. 
30. 

The Los Angeles agency will re- 
sume its old title, Mayers Co. 

Mayers and C&W consolidated in 
December, 1956. At the same time, 
C&W consolidated with Brisacher, 
Wheeler & Staff, San Francisco. 
Mr. Mayers was named a director 
of C&W, as were Messrs. Wheeler 
and Brisacher and Ivan Hill, exec 
vp of C&W’s Chicago operations. 

Although Sears spends many 
millions of dollars yearly in local 
media, the account represents only 
an estimated $2,000,000 annually in 
commissionable billings. + 


JWT is Former Agency; 
Robertson Denies Report 
Fresh Also Might Switch 


CRANBURY, N. J., June 26—Phar- 
ma-Craft Corp. has appointed 
Cunningham & Walsh, New York, 
to handle advertising for Coldene 
Stick chest rub, effective Sept. 1. 
The product is now with J. Walter 
Thompson Co., Chicago. 

The bulk of the multi-million 
Pharma-Craft advertising has been 
with Thompson, while Cohen & 
Aleshire has been handling Ting 
antiseptic products. 


= At Cunningham, Coldene Stick 
—introduced last October—will be 
under the guidance of Wallace 
Drew, vp and account supervisor 
and onetime Bristol-Myers adman. 
The move roused speculation as to 
whether Cunningham might be in 
line for Pharma-Craft’s Fresh 
deodorant as well. 

Ralph C. Robertson, whi) moved 
from Geyer Advertising to Phar- 
ma-Craft last month as director of: 
advertising, denied that such a 
move was in the works and de- 
scribed published reports to that 
effect as inaccurate. 

Pharma-Craft, a subsidiary of 
Joseph E. Seagram & Son, recently 
moved its: headquarters to Cran- 


bury from Batavia, Ill. # 


tasty—Lucky Strike’s new cam- 

paign is scheduled to include this 

color page in The Saturday Eve- 

ning Post, July 19 (see flash on 
Page 81). 


R.0.P. Isn't 
‘Stepchild’ Now, 
ANPA Is Told 


‘Houston Chronicle's’ 
Weber Cites Sales Gains; 
Stolz Boosts Quality 


ATLANTIC Crtry, June 25—R.o.p. 


child” class at the 30th mechanical 
conference here of the American 
Newspaper Publishers Assn. Two 
complete sessions of the three-day 
meeting were spent on the subject. 

Donald V. Weber, production 
manager of the Houston Chronicle 
and chairman of one of the r.o.p. 
meetings, explained that r.o.p. 
color had “previously been handled 
as a separate subject in each de- 
pertmental session’ of the confer- 
ence, but that now “r.o.p. color 
should no longer be treated as a 
stepchild, but rather as an indi- 
vidual subject.” 

Mr. Weber reminded the confer- 
ence that color advertising linage 

(Continued on Page 80) 


door of McCann-Erickson. 

Ajax was introduced to consum- 
ers in 1946 by Sherman & Mar- 
quette, predecessor to Bryan Hous- 
ton, in a manner that soon won 
wide professional admiration and 
brought it to the top of the heap. 
Two years ago more Ajax was 
sold than all other cleansers com- 
bined and, with toothpaste, it was 
Colgate-Palmolive Co.’s leading 
product. 

But times—and share of market 
—have changed radically since 
then, and the announcement today 
said that the client and the agency 
“have mutually agreed to termi- 
nate their advertising agreement, 
effective June 30.” 

While the account is thought to 
involve about $4,000,000 (Food 
Field Reporter’s brand-by-brand 
analysis reports a $4,067,176 ex- 
penditure in 1957 for network 
television), a Houston official said 
$4,000,000 was “a little over twice 

(Continued on Page 80) 


At Ad Assn. of West... 


Hobbs Warns Admen 
Against ‘Blanding 
Together’ in Single Mold 


VANCOUVER, B. C., June 24— 
| Agency men were urged yester- 
|day to “recognize the new dimen- 


Last Minute News Flashes 


Lorillard Launches ‘Ist Industry Institutional Ad’ 
New York, June 27—P. Lorillard Co. will break Monday what 

it claims is “the first institutional corporate advertising [as opposed 

to traditional hard-sell brand ads] in the history of the cigaret in- 


dustry,” in a series of “corporate 


image” advertisments in about 110 


newspapers in 75 markets. The page ads, which will supplement in- 
dividual brand campaigns, will feature Lorillard research and large 
illustrations of Old Gold straight, Kent and Newport cigarets. Lennen 


& Newell is the agency. 


Plymouth Homes Names Ried] & Freede 

HILitsipeE, N. J., June 27— Plymouth Homes Inc., custom home 
builder on the Eastern Seaboard, has appointed Riedl & Freede, Clif- 
ton, N. J., to handle its advertising, effective July 7. The account, 


now with Williams & London, Newark, 


marily in newspapers.” 


“will bill $250,000, pri- 


Auto Price Bill Awaits President's Signature 


WASHINGTON, June 27—A bill requiring auto manufacturers to label 
all new cars, giving suggested list price and other cost information, was 


awaiting the President’s signature 


today, following its passage by the 


House yesterday. The bill,was introduced by Sen. A. S. (Mike) Mon- 

roney (D., Okla.) this spring after ApverTIsING AcE and other publica- 

tions complained that automobile marketing was descending to the lev- 

el of a “Middle East bazaar.” The law would be effective Oct. 1. 
(Additional News Flashes on Page 81) 


Marschalk Unit to Open | 
Miami Operation, Absorb 
Southern Agency Staff 


MIAMI, June 27—National Air- 
lines Inc. will move its $2,250,000 
advertising account to McCann- 
Erickson Inc. July 1. 

To service the account, McCann 
will have its Marschalk & Pratt 
division open an office in Miami. 

The office will be headed by El- 
roy Scrivener, who has been an 
account group supervisor in Néw 
York in McCann’s international di- 
vision. He was advertising manager 
of Pan-American World Airways 
from 1945 to 1951. 

McCann-Erickson de Cuba, Ha- 
vana, and Communications Coun- 
selors Inc., the agency’s pr division, 
will also service the airline. 


® National’s previous agency, 
Southern Advertising, widely re- 
garded here as a house agency for 
the airline, is expected to dissolve, 
with McCann taking over its peo- 
ple. Richard D. Hager and Peter 
Finney, president and exec vp, re- 
spectively, of Southern, are among 
those scheduled to join Marschalk 
& Pratt to continue work on the 
account. 

National, one of the three car- 

(Continued on Page 81) 


Retailing Shifts, New Dimensions in 
Marketing Challenge Agencies: Allen 


sion in marketing” and to become. 
aware of “a phenomenal popula- 
tion growth and shift, a revolution 
in the American retailing process, 
and a challenge from private 
brand labels.” 

Robert E. Allen, presidént of 
Fuller & Smith & Ross, also told 
the Advertising Assn. of the West 
here that “the battle for sales is 
going to be tougher than ever, 
more damaging than ever to lose, 
more rewarding than ever to 
win.” 

The 55th AAW meeting is being 
held in Vancouver, where the as- 
sociation was founded in 1903. 

Asserting that the only weapon 
in the arsenal of agencies is 
“strong consumer’ demand,” he 
cautioned that “for you to achieve 
anything resembling control over 
your marketing destiny, you must 
tell your story convincingly to the 
consumers before they go into the 
market place. 


# “The building of a strong brand 
preference or brand loyalty de- 
mands powerful advertising,” he 
continued. “And herein lies the 
great opportunity and challenge 
for the modern advertising agency 
to make its most effective contri- 
bution to the whole marketing 
process. 

“Advertising that doesn’t- work 
is pouring big money down a rat 

(Continued on Page 77) 
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Minimum—tfrom $1,084,349 to $7,600.263 ... 


at 


Cost of Membership in Magazines’ 
Top 25 Elite Is Up 600% Since ‘35 


Combined Revenue Rises 
from $105,312,002 to 
$681,656,827 in 22 Years 


New York, June 25—Remember 
Collier’s? Liberty? Literary Digest? 
Delineator? 

They were all among the group 
of top 25 magazines and Sunday 
supplements in 1935—a year when 
The Saturday Evening Post led the 
pack in advertising revenue, with 
a total of $22,133,892. Collier’s 
ranked second on the money list, 
with $9,209,892. Liberty was 10th, 
with $2,964,981; Literary Digest 
wound up in the 20th spot, with 
$1,520,246, and Delineator came 
home close behind, grabbing the 
2lst niche, with $1,442,680. 

In 1935, a publication’s creden- 
tials for admission to the Golden 
25 depended on revenues of at least 
$1,000,000. Successful Farming, 
which snagged the 25th place that 
year, reported ad sales of $1,084- 
349. 

In all, the top 25 books that year 


International Ad 
Field Unsurprised 
at Demise of Al 


New York, June 25—lInterna- 
tional advertising men here had 
an “I told you so” air about them 
this week as they contemplated 
the brief, stormy life of Advertis- 
ing International Inc. 

A brainchild of Lynn R. Akers, 
37-year-old midwesterner who 
made a fortune in the hair and 
scalp clinic business, Advertising 
International was launched as a 
European-wide agency early this 
year (AA, Jan. 27). 

Mr. Akers set up a central] head- 
quarters in Monte Carlo to coordi- 
nate a network of 11 agencies in 
as many countries. 

He planned to have a private 
’ plane available for the Monte Car- 
lo plans board members, so they 
would be able to fly to different 
offices on quick notice. 

He predicted that AI would bill 
$15,000,000. 

Asked how he would finance 
such a huge operation, he said: “I 
have a personal income of more 
than $500,000 a year.” 


s Mr. Akers flew back and forth 
across the Atlantic to make elabo- 
rate pitches for accounts. He pur- 
sued Squibb, Carter Products, 
Goodyear Tire and Trans-World 
Airlines. 

He hired top-flight admen such 
as Keith Monk, formerly with S. H. 
Benson Ltd., London; Dennis S. 
Brooks, formerly with S. C. Pea- 
cock Ltd., London, and Andy Shep- 
ard, formerly with Grant Adver- 
tising, Chicago. 

And last month, at the annual 
convention of the International 
Advertising Assn., reports circu- 
lated that AI was about to go out 
of business. 


® Interviewed by ADVERTISING AGE 
in London, Mr. Akers denied that 
this was so, although he conceded 
that the Copenhagen office was 
being closed, that operations in 
Germany and Italy were being 
curtailed, and that he was with- 
drawing from the business tem- 
porarily because of ill health (AA, 
May 26). 

Mr. Akers insisted that AI would 

(Continued on Page 41) 


amassed a total of $105,312,002. 
But last year—1957—when the 
top 25 reported combined ad rev- 
enues of $681,656,827, a magazine 
or supplement needed better than 
$7,500,000 to squeeze into the list. 
Family Weekly, No. 25 last year, 
reported space sales of $7,600,262. 
The Saturday Evening Post, 
(Continued on Page 82) 


Babbitt's Subway 
Token Promotion Is 
‘Fabulous’: Lachner 


New YorK, June 24—As a result 
of its publicity-packed subway 
token promotion (AA, June 16), 
B. T. Babbitt Inc. says it has scored 
a “fabulous success” in selling the 
Babbitt line in this area. 

Marshall S. Lachner, Babbitt’s 
president, told the Sales Executives 
Club of New York today that since 
the promotion stories broke, Bab- 
bitt “has moved more products in 
this area than we have been able 
to move in an entire year.” Buyers, 
he said, have “ordered and ordered 
by carload lot.” 

The campaign breaks July 1, of- 
fering a subway token in exchange 
for three coupons from any Babbitt 
product. “Buy three—ride free” is 
the slogan. In Philadelphia, where 
the promotion also has caught on, 
the slogan will be “Ride Free on 
the PST” and in Washington, “Ride 
Free in D.C.” Babbitt expects to 
add other cities to the list. 


= At the sales executives group’s 
lunch, in the spirit of the subway 
promotion, appropriate door prizes 
such as a subway tail light, a brake 
switch and a motorman’s handle 
were awarded by Carl Brown, 
chairman of Brown & Butcher, the 
Babbitt agency. 

There was one “serious” prize— 
a year’s supply of Babbit products. 
In awarding it, Mr. Brown selected 
the name of Ray Hermann. Mr. 
Hermann is an account executive 
at Dancer-Fitzgerald-Sample on 
the Procter & Gamble account. He’s 
in charge of Biz liquid detergent. + 


Drug Store Volume 
s 7 a 
to Rise 10%-15% in ‘58, 
A = Y J 
This Week’ Finds 

New York, June 24—An analy- 
sis of the 635 counties in the U.S. 
which contain one or more shop- 
ping centers highlights the “Sev- 
enth Biennial Drug Study” of 
This Week Magazine. 

This group of counties has been 
named “Retailia” by the newspa- 
per supplement. According to the 
study it contains 37,000,000 fam- 
ilies, or 74% of the U.S. total, 
and last year accounted for $5 
billion in drug store volume—80% 
of the national total. 

Drug store sales have almost 
doubled in dollar volume in the 
past decade it is reported, reach- 
ing $6.5 billion last year. Inde- 
pendents “have more than kept 
pace with the chain operators in 
the continuing battle for the con- 
sumer’s drug dollar.” With a 10% 
gain in 1957, drug sales are re- 
ported to have led all other retail 
outlets in rate of increase. This 
year, contrary to other sales 
trends, volume is expected to rise 
10%-15% over 1957, the study re- 
ports. 


s The chain stores analyzed in the 
study represent 36.2% of all chain 
drug stores, 51.3% of chain drug 
sales and 11.3% of all drug store 
sales. # 


ee ie 


Battle Lindsey 
BRASS—Top executives of Liller, Neal, Battle & Lindsey, formed by a 
merger of Liller, Neal & Battle, Atlanta and New York, and Lindsey 
& Co., Richmond (AA, May 12), are shown here. They are William 
W. Neal, president; C. K. Liller, chairman; James L. Battle, senior 
vp, and Dan W. Lindsey, vp. 


Liller Neal 


At American Marketing Assn. Meeting ... 


Excess Facts Hinder 
Sound Marketing: Weir 


Donahue & Coe Exec Tells 
Value of ‘Friction Building’ 
in Creating Market Image 


Boston, June 25—Marketing ef- 
forts can be defeated if too much 
time is spent “fact finding” and 
too little in “fiction building,” 
Walter Weir, exec vp of Donahue 
& Coe, said here today. 

He addressed a meeting of the 
American Marketing Assn.’s 40th 
national marketing conference. 
The three-day meeting drew more 
than 600 business and educational 
leaders to its sessions at the Har- 
vard graduate school of business. 

“Unless full communication is 
attained—unless product, package, 
price, salesman, advertising, point 
of sale display and dealer all 
make sense to the consumer—the 
marketing plan, no matter how 
many pages it covers, does not 
function at full efficiency.” Mr. 


Wilson Markets 
4-Paw, ‘Mixer’ for 
Dry Dog Foods 


Cuicaco, June 24—Wilson & Co. 
has introduced nationally 4-Paw, 
a new animal protein product 
which is best used as a mix with 
dry dog foods. 


B&w and two-color newspaper: 


ads will be run in three markets 
only until distribution increases. 
The ad theme describes 4-Paw as 
“the meatier mixer with lots of 
liver.” Roche, Rickerd & Cleary, 


Chicago, which also handles Wil-|_ 
son’s Ideal dog food, is the agency. | 


The product is packaged in 1 lb. 
cans and will sell for 22¢. 4-Paw 
was first introduced in an institu- 
tional size early in 1957. Consumer 
market testing began last April 
and proved successful enough to 
begin national distribution, Wilson 
said. 


RIVAL SETS DRIVE 
FOR FREE CAN DEAL 


Cuicaco, June 24—Rival Packing 


Co. will launch a record ad cam- 


paign to back a “five cans free” | 


summer sales drive. 


Rival will promote the deal on 


its two tv shows—‘Pantomime 
Quiz” on ABC-TV and “Music Bin- 
go” on NBC-TV. A saturation spot 
radio campaign will be used in se- 
lected markets. McCann-Erickson, 


which leaves Rival Sept. 1 in favor . 


of Guild, Bascom & Bonfigli, will 
handle the push. 

During the drive, which lasts un- 
til Nov. 1, consumers who send in 
20 Rival labels will receive a cou- 
pon good for the five free cans. + 


Weir said. 

Mr. Weir said if the function 
called “the creative process’ is 
more critically examined it will 
be found that “like all creation, it 

(Continued on Page 48) 


Kimberly-Clark Ads 
Promote New Kotex 


Package, Features 


NEENAH, WIs., June 25—Kim- 
berly-Clark Corp. this summer is 
introducing major product and 
packaging changes in its Kotex 
napkins with the aid of what the 
company calls the most compre- 
hensive ad and promotion program 
in the product’s 37-year history. 

The campaign, which breaks in 
early in July, will include color 
pages in American Girl, Ebony, 
Everywoman’s Family Circle, Good 
Housekeeping, Ladies’ Home Jour- 
nal, Life, Look, Mademoiselle, Mc- 
Call’s, Modern Romance, Parents’ 
Magazine, Photoplay, Seventeen, 
True Confessions and True Story. 
Parade and Sunday metropolitan 
newspaper supplements will also 
be used, as will trade advertising. 

Kotex’s new packaging design 
features a floral pattern against 
backgrounds of aqua, gray or 
peach, with the brand name in 
white against a gold background. 
K-C said the package design was 
selected as the most attractive and 
least conspicuous among eight de- 
signs consumer-tested nationally. 

Foote, Cone & Belding, Chicago, 
is the agency. # 
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WHO CANT AFFORD TO BUY 


A TICKET TO THE 


EIRECVUS 


- MARKET TIRE CO. HAS A TKKET FOR YOU 


NO STRINGS—In a page in the Wash- 
ington Post & Times Herald, Mar- 
ket Tire Co. offered free circus 
tickets—400 at each of its five 
stores—to 2,000 lucky kids. 


Advertising Age, June 30, 1958 


Sell with TV, Not 
Against It, Adman 
Tells Newspapers 


‘Co-Existence’ Urged by 
McEvoy; Build National 
Ads, Bernstein to NAEA 


Lenox, Mass., June 24—News- 
papers can collaborate, co-exist 
with and integrate with television, 
to the mutual benefit of both 
media, Newman F. McEvoy, vp 
and media director of Cunning- 
ham & Walsh, New York, told the 
summer meeting of New England 
Newspaper Advertising Executives 
Assn. here this week. 

Both media have strengths and 
weaknesses which can be supple- 
mented or overcome by the other, 
he said, citing how even the lead- 
ing tv shows vary tremendously 
in their impact in different mar- 
kets, thus providing unusual news- 
paper sales opportunities in areas 
where shows are weak. 

Tv messages have a fleeting 
quality which does not necessarily 
exist with the printed word; thus 
newspaper advertising, Mr. Mc- 
Evoy emphasized, can add weight 
to ads. 

He said if he were a publisher 
he would adopt some of the tech- 
niques of tv ad men to sell news- 
paper linage. He said he would 
work up a device based on the 
cost per 1,000 lines of advertising 
per 1,000 circulation. 


a S. R. Bernstein, editorial direc- 
tor, ADVERTISING AGE, urged the 
newspaper men to recognize that 
newspapers’ principal advertising 
gains over the next eight or ten 
years must come from national, 
and suggested that they learn to 
work better and more effectively 
with advertising agencies to ac- 
complish a goal of carrying one- 
third of total advertising volume 
in 1965. 

Other speakers were Carl J. 
Nelson, Publication Research Serv- 
ice, Chicago, who reviewed some 
of his company’s findings on edi- 
torial and advertising readership, 
and Lawrence K. Miller, editor, 
Berkshire Eagle. # 


Account Shifts 
in Nature of Ad 
Business: Weiss 


Clients’ Desire for 
‘Miracles’ Often Leads 
to Switches: Frank Says 


CuHicaco, June 24—A panel of 
Chicago agency executives batted 
around questions concerning agen- 
cy-client relationships, the volatili- 
ty of accounts and the problem of 
pr among clients last week and 
came up with some frank answers. 

The occasion was the dinner 
meeting of the advertising-commu- 
nications division of the Combined 
Jewish Appeal of Metropolitan 
Chicago marking the contribution 
of $62,390 by the group to the 
charitable organization. 

160 Chicago men and women in 
advertising and related fields heard 
the panel consisting of Robert 
Koretz, director and senior vp of 
Foote, Cone & Belding; Edward H. 
Weiss, president, Edward H. Weiss 
& Co.; Marvin Frank, president, 
W. B. Doner & Co., and Herbert 
Baker, president, Herbert Baker 
Advertising. 

The panel was moderated by 


(Continued on Page 40) 
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Scklomian Shop 
Is Merged with 
Calkins & Holden 


Move Adds Reported 
$4,000,000 in Billing, 
25 Accounts to C&H Role 


New York, June 26—Seklemian 
& North, a four-year-old agency 
billing, the agency reports, “about 
$4,000,000,” will merge on Aug. 1 
with Calkins & Holden, a 56-year- 
old agency billing $12,000,000. 

Victor North, president, and M. 
Seklemian, exec vp, will join Cal- 
kins & Holden as senior vps. Wal- 
ter H. Lurie, vp and radio and tv 
director, will become a vp at 
Calkins. Mr. Seklemian said all 
25 of his agency’s accounts will 
move to Calkins & Holden, as will 
about 20 creative and account serv- 
ice people. Another 15 persons will 
not make the switch. 

Middleman in the merger was 
John Bissell, former agency man 
who is now a consultant. Mr. Bis- 
sell had his own agency, Bissell 
& Land, Pittsburgh, and sold it to 
Batten, Durstine & Osborn, now 
BBDO, in 1929. He was subse- 
quently with Benton & Bowles, and 
for a time was that agency’s resi- 
dent manager on the Florida Citrus 
Commission account in Lakeland. 
He left B&B in 1951. 

The merger, financial details of 
which were not made public, “has 
been in the works since about 
March 1,” one of the principals 
said. 


s Mr. Seklemian told ApvVERTISING 
AGE yesterday that he was mak- 
ing the move to give “greater serv- 
ice to my clients.” He said his 
agency and C&H “complement each 
other” and that he and Sherwood 
Smith, board chairman at C&H, 
“both think the integration will 
help us get new business.” 

Mr. Seklemian, onetime ad man- 
ager of R. H. Macy, left that de- 
partment store in 1950 to become 


(Continued on Page 82) 


Fashion Push Hikes 
Electric Range Sales 
34% in Kansas City 


Kansas City, June 24—Appli- 
ance sales may be lagging else- 
where, but Kansas City reports a 
34% increase in dealer electric 
range sales during the first five 
months of 1958, compared to the 
same period last year. 

How come? A 10-week dealer 
cooperative campaign gets “a 
great deal of the credit,” accord- 
ing to James M. Stafford, ad and 
publicity director of the Kansas 
City Power & Light Co. 

The campaign, just completed, 
was conducted by the company, 
under the direction of M. A. 
Paulin, residential sales manager, 
in the Sunday women’s section 
of the Kansas City Star. When 
the 10-ad push was completed, 
1,137 electric ranges had been 
sold. 


= Theme of the campaign was 
“Today’s women are _ switching 
to modern electric cooking,” and 
each ad connected the “high style” 
of modern electric ranges with 
that of the fashion world. Each 
ad pictured a woman wearing a 
new ensemble from a local store, 
and the copy declared, “You can 
tell by the clothes she wears that 
she appreciates the better things 
in life.” 

Tie-in promotion resulted in 
dress stores displaying electric 
ranges in their windows, with the 
clothes featured in the ads. # 


4. 


Gassaway Piemeis| Wolf 


Keenan Ketcham Doeblin 


GOBS OF SALES—That’s the objective of the nautical-flavored national 
sales meeting held by Hamilton Beach Co. at Brown’s Lake, Wis. 
Capitalizing on the puns about Hamilton Beach being at the seaside 
were some of the company’s “officers and men”: Bill Gassaway, ad- 
vertising and promotion manager; Clarence J. Piemeisl, sales man- 
ager; Arnold O. Wolf, vp and general manager; and district sales 
managers Bob Kennan (New York), Dick Ketcham (Indianapolis) 
and Gray Doeblin (Philadelphia). 


Hamilton Beach © 
to Announce Its 
‘Biggest’ Ad Drive 


Racine, Wis., June 25—Hamil- 
ton Beach Co. will launch the 
heaviest advertising campaign in 
its history soon, according to Wil- 
liam B. Gassaway, advertising and 
sales promotion manager. 

The appliance manufacturer will 
release details of the campaign at 
the Summer Housewares Show in 
Atlantic City July 7, Mr. Gassaway 
said. The company’s advertising 
and promotion budget for 1958 was 
said to be about $1,000,000. A port- 
able mixer, plus another new 
product, will be introduced at the 
show. 


= The company plans to capitalize 
on the fact that the Hamilton 
Beach name sounds like a seaside 
spa, to establish a product image 
and theme around “Hamilton 
Beach life and relaxed living.” The 
company’s five-year guarantee will 
also be promoted, Mr. Gassaway 
said. 

He reported on the campaign at 
the company’s national sales meet- 
ing last week. He reported on the 
results of test market programs 
run recently, saying, “We found 
the trade was ready to be sold if a 
manufacturer would offer a sound 
program which would give them 
volume turnover. This we accom- 
plished in very definite terms.” # 


Mexico Ad Foundation Formed 

Fundacion Mexicana de Estu- 
dios Publicitarios (Mexican Foun- 
dation of Advertising Studies) has 
been created as a non-profit acti- 
vity to study all phases of 
advertising in Mexico. The foun- 
dation’s offices are at Plaza San- 
tos Degollado 10, Mexico 1, DF. 
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STYLISH—This is one in a series of 

10 dealer co-op ads conducted re- 

cently by the Kansas City Power & 

Light Co. in the Sunday Kansas 

City Star. The result: 1,137 electric 
ranges sold. 


Bankroll, $2,000,000 .. . 
Florida Citrus 
Shops for TV Buy 


LAKELAND, FLA., June 27—The 
Florida Citrus Commission has let 
it be known that it is willing to 
put some $2,000,000 into television 
during the 1958-59 season if a 
suitable show or shows can be 
found. 

This would represent about two- 
thirds of the prospective advertis- 
ing budget and would be the heav- 
iest tv outlay in the history of the 
Florida state agency, which pro- 
motes orange, grapefruit, tangerine 
and tangelo crops. 

The commission, composed of 12 
citrus men appointed by the gov- 
ernor, held its annual reorganiza- 
tion meeting here last week and 
authorized its staff and advertising 
agency, Benton & Bowles, to make 
a commitment on tv if action has 
to be taken before commissioners 
can be contacted. The procedure 
was recommended by agency rep- 
resentatives, who pointed out that 
quick action often is necessary to 
nail down a good tv show. Com- 
missioners meet again on July 2, 
then probably will have no more 
meetings until September. 


® Benton & Bowles presented an 
interim advertising program for 
the period from July 1 to Nov. 1, 
during which some $325,000 will 
be spent, all in print media. The 
summer program is being held to 
a minimum because of low inven- 
tories of citrus products resulting 
from last winter’s heavy freeze 
losses. 

The agency was instructed to 
make a presentation in October of 
the 1958-59 program, which pre- 
sumably will run heavily to tv. The 
tentative budget for the program 
will be $3,000,000, with $700,000 
more to be held in reserve. The 
funds are contingent on size of 
the crop, however, as advertising 
money comes from a per-box tax 
on all fruit moving into commer- 
cial channels. 

J. R. Graves, Vero Beach, was 
elected chairman of the commis- 
sion. He appointed J. Dan Wright 
Jr., Sanford, to head the advertis- 
ing committee. # 


Ketchum, MacLeod Names Two 

Paul B. Nelson Jr. and Peter 
Ehlers have joined Ketchum, Mac- 
Leod & Grove, Pittsburgh, as ac- 
count executives. Mr. Nelson for- 
merly was advertising manager of 
Rome Cable Corp., Rome, N. Y. Mr. 
Ehlers, who has joined the public 
relations department of the agency, 
was with the editorial staff of 
Time. 


CBS Tightens Affiliate Contracts as 


Advertiser, Agency 
Beefs Revealed; NBC 
‘to Weigh Like Action 


New York, June 26—The cam- 
paign against triple spotting that 
eats into network sponsored tv 
shows is gaining momentum. 

CBS Television has amended its 
affiliation contracts to tighten 
curbs against stations which fade 
part of a network program to sub- 
stitute additional between-show 
commercials. NBC will consider 
action on this problem, which has 
become of increasing concern to 
advertisers, at an affiliates board 
of delegates meeting in August. 

So far, ABC plans no contract 
amendment, but network officials 
are debating whether some minor 
changes in wording may be nec- 
essary to clarify a clause whose 
interpretation may be debatable. 

Meanwhile, another agency has 
made a request to ABC-TV for fi- 
nancial adjustment for a client al- 
legedly shortchanged by some af- 
filiates. McCann-Erickson asked 
that Mennen Co. be given make- 
good credit from four stations 
which the agency said did not car- 
ry the closing commercial April 23 
on a Wednesday night fight. The 
four instances of program short- 
ening were discovered when 46 
stations were monitored. 


= Some time ago Compton Adver- 
tising asked for a full rebate from 
ABC for the Salt Lake City time 
charges on the night KUTV al- 
legedly multiple-spotted on both 
sides of the Gleem-sponsored 
“Wyatt Earp,” with one spot being 
devoted to another tooth paste, 
Pepsodent (AA, May 26). The 
agency has not yet received an 
answer from the network, where 
the legal department still has the 
matter under consideration. 
McCann-Erickson, which would 


Esquire Ad Volume 
Is Up $1,032,000, 
Net Reaches $211,148 


New York, June 25—Esquire 
Inc., publisher of Esquire and Cor- 
onet, had revenues for the fiscal 
year ending March 31 of $17,630,- 
000, compared with $16,598,000 
for the preceding year. Consoli- 
dated net income was $211,148, 
compared with $117,374 for the 
previous period. 

Esquire’s advertising volume in- 
creased 10% and that of Coronet 
36% during the fiscal year. Es- 
quire’s circulation increased to 
827,000 from 782,000, and Coronet 
gained from 2,795,000 to 2,933,000 
during the year. 

The twenty-fifth anniversary 
number of Esquire will be pub- 
lished in October as a “million 
dollar issue”’—a distribution of 
1,000,000 copies to sell at $1 each. 

Both Coronet Films and the Es- 
quire Club continued to grow dur- 
ing the year. Coronet Films com- 
pleted its 801st film, giving it the 
largest postwar film library in the 
educational field. 


s “The current recession,” report- 
ed John Smart, president, “is af- 
fecting our operations. Newsstand 
sales of our publications are gen- 
erally down, making it necessary 
to replace them with more costly 
subscription sales. 

“We are faced with a steep in- 
crease in second class and third 
class postal rates as a result of 
the bill passed by Congress. Paper 
prices have been stable since last 
July, but there is no assurance that 
they will hold at the same level.” + 


Anti-Multiple-Spotting Drive Grows 


|not say what stations faded Men- 
nen, already has heard from one 
telecaster, who explained that the 
show was shortened through a 
“technical error.” In its letter to 
stations, McCann not only object- 
ed to the omission of the final 
commercial, the agency also com- 
(Continued on Page 79) 


Too Many Sales 
Managers Don't 
Sell, Says Kelly 


New York, June 25—Business 
leaders today depend too much on 
automation in selling and advertis- 
ing, and “they are deluded with 
the idea that you can accomplish 
almost anything with capital, and 
that personal leadership and peo- 
ple are not important. 


agers in big jobs who have never 
written a sales presentation in their 
lives,” Philip J. Kelly, vp of Lynn 
Baker Inc., told the Young Execu- 
tives in Sales Club today. 

Too many sales managers, he 
said, prepared for a sales confer- 
ence or a series of dealer meetings 
by calling in a company that pro- 
duces slide films and “turning over 
to them the job of preparing fun- 
damental sales material. This is a 
mistake,’ Mr. Kelly said. 

“Man is never ahead of his ex- 
perience,” he said, “and in the 
preparation of sales meeting or ed- 
ucational material, the original 
spark should come from the sales 
manager, who should be good 
enough to sit down and prepare the 
meeting or educational material 
himself. If he can’t do this, he 
shouldn’t be sales manager. After 
a sales manager supplies the spark 
and the leadership, then he should 
call in the automation, but not be- 
fore.” 


® Discussing sales campaigns, Mr. 
Kelly said that “to make any cam- 
paign work, you must have all the 
factors right: Product, price, value 
and advertising. Get any one of 
these out of gear and you will get 
your whole company out of gear. 
Try to gloss over any one of them 
with automation and you are 
doomed to failure.” 

On personnel, Mr. Kelly said 
that “many companies have gotten 
into the bad habit of turning sales 
personnel selection over to the per- 
sonnel department. Aptitude tests 
and psychological examinations 
have their place,” he said, “but 
some companies have the bad habit 
of assuming that you can select a 
salesman the way you would a 
typist or a plumber. 


® “A good sales manager will not 
rely on this automation. He will 
use it only as a guide. Sales lead- 
ership is a personal business. An 
outstanding sales manager will se- 
lect as many of his men as he can 
and take full responsibility for 
their development.” # 


New York Phone 
Now Yukon 6-5050 


Please change all records 
to show this new number. 


ADVERTISING AGE’s New 
York telephone number has 
been changed from: 


Plaza 5-0404 
to: 
Yukon 6-5050 


“I know of several sales man- . 
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Morrell Moves 
Meats, Cat Food 
From C-M to Shaw 


Campbell-Mithun Keeps 
Red Heart Dog Food— 
About 2/3 of Account 


Cuicaco, June 27—John Morrell 
& Co. adopted a multiple agency 
setup this week for the first time 
in its 130 year history when it 
moved its Morrell meats and Red 
Heart cat food divisions from 
Campbell-Mithun to John W. Shaw 
Advertising. Campbell-Mithun will 
continue to handle Morrell’s Red 
Heart dog food. 

The switch will become effective 
about Oct. 1. Shaw will realize 
about $500,000 in billings from the 
move. The Red Heart dog food 


portion of the account bills more 
than $1,000,000. 

Morrell said the change was 
made to give the company “broad- 
er depth in its marketing prob- 
lems.” However, ADVERTISING AGE 
learned that the move was closely 
connected with the resignations 
from C-M two weeks ago of G. 
Bowman Kreer, co-manager of the 
agency’s Chicago office, and Perry 
L. Brand, who was account super- 
visor on Morrell (AA, June 16). 


@ Jack Macdonald, C-M account 
executive on Morrell meats, will 
join Shaw July 1 in a similar ca- 
pacity. Stromberger, LaVene, Mc- 
Kenzie, Los Angeles, Shaw’s West 
Coast affiliate, will assist with 
Morrell advertising. 

C-M got Morrell from N. W. 
Ayer & Son nearly four years ago 
(AA, June 7, ’54), taking over the 
account on Sept. 1, 1954. Ayer in 
turn picked up Morrell in 1949 
from Henri, Hurst & McDonald, 
which had handled the meat pack- 
er for years (AA, Sept. 19, 49). # 


Former INS People Statf New 
World Wide Info Services 

The World Wide Information 
Services has been started at 730 
Fifth Ave., New York, to specialize 
in news and research programs for 
business and industry, advertising 
agencies, public relations compa- 
nies and related organizations. It is 
staffed by former employes of In- 
ternational News Service, which 
recently merged with United 
Press. Richard W. Hubbell is di- 
rector. 


L&N Names Laux, Seth 

David N. Laux, formerly vp and 
account supervisor of Foote, Cone 
& Belding, New York, has joined 
Lennen & Newell, New York, as 
senior vp. He will work on the 
P. Lorillard Co. account. Lennen & 
Newell also has named William R. 
Seth, formerly program plans di- 
rector and account supervisor of 
MacManus, John & Adams, to the 
new post of radio-tv program su- 
pervisor. 
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Highlights of This 


Ajax, the foaming cleanser, $4,000,000 ac- 
count, shifts from Bryan Houston Inc. 
to McCann-Erickson. McCann also adds 
the National Airlines account ........ Page 1 


Harris, Harlan, Wood, formerly Brooke, 
Smith, French & Dorrance of the Pa- 
cific Coast, becomes the West Coast 
arm of Fletcher D. Richards Inc. fol- 
lowing Eugene Harrington’s move to 
Honig-Cooper & Miner ............++00« Page 1 


New challenges and new dimensions in 
marketing should be recognized by 
agency men, Robert E. Allen, F&S&R 
president, tells the Advertising Assn. of 

West Page 1 


What a difference 23 years can make! 
In 1935, to be among the top 25 maga- 
zines, a publication had to have reve- 
nues of over-$1,000,000. Today, member- 
ship in this elite corps has gone up 
600%, with more than $7,500,000 the 
minimum to qualify ........0-00Kage 2 


Babbitt’s latest promotion, a free ride on 
the subway for three coupons from its 
soap products, has created more busi- 
ness for the company since the promo- 
tion was announced than has been had 
in a year. The promotion starts July 
1 Page 2 


Too many facts and not enough fiction 
can defeat marketing efforts, Walter 
Weir, exec vp, Donohue & Coe., tells 
American Marketing Assn. confer- 
ence Page 2 


Account shifts are a part of the business, 
Ed Weiss says on panel in which Chi- 
cago agency execs bat around such 
agency-plaguing questions as agency pr, 
agency-client relations, etc. ........Page 2 


Newspapers should collaborate with tv in 
selling ads, Newman F. McEvoy, Cun- 
ningham & Walsh vp and media direc- 
tor, tells meeting of the New Eng- 
land Newspaper Advertising Executives 
Assn. Page 2 


Seklemian & North, four-year-old agency 
with $4,000,000 in billings, merges Aug. 
1 with Calkins & Holden, 56-year-old 
agency billing $12,000,000.............Page 3 


CBS-TV tightens contract reins as triple 
spotting beefs increase; NBC weighs ac- 
tion on the problem and ABC con- 
siders some minor contract amend- 
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men Page 3 


Florida Citrus Commission is looking 
around for suitable television show or 
shows into which it can pour about 
$2,000,000 Page 3 


When FCC considered moving its inquiry 
down to Miami in Chanel 10 probe, 
Eastern Air Lines, National Airlines 
rival for Channel 10 permit held by 

the witnesses 


National, offered to fly 
up from Miami 


Newspapers are losing national ad- 
vertising in classified sections to the 
Yellow Pages, the Assn. of Newspaper 
Classified Advertising managers is 
told Page 16 


Standard Rate & Data Service develops 
“rate clarification plan’ for business 
publications to encourage a common 
rate language intelligible to buyers and 
sellers both Page 22 


Sweetheart soap breaks away from its 
year-long idyll with leisure image ad 
theme to return to l¢ sales promo- 
tions Page 60 


City-by-passing superhighways and mush- 
rooming motels force hotels to increase 
their advertising expenditures ....Page 63 


Australian psychologist says subliminal 
stimulation is a “scientific absurdity” 
equal to table rapping and ouija 
boards Page 67 
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“This is the size 


we use in the 


Growing Greensboro Market!" 


Play your major sales chords where they reach receptive ears—in 


the ee 
you'll be p 


Greensboro Market, and it’s a mighty grand piano 
aying. Our metropolitan market ranks second in the 


South and fourth in the Nation in per family retail sales. One-sixth 
of North Carolina’s population lives in this prosperous market and 
accounts for one-fifth of the state’s $4 billion annual retail sales. 
You’ll set a high note sales-wise by using the Greensboro News and 
Record. Over 100,000 circulation daily—Over 400,000 readers daily. 


Only medium with dominant coverage in the Greensboro 12-County 
ABC Market and selling influence in over half of North Carolina! 


Sales Management Figures 


greensboro 
News and Kecord 
e GREENSBORO, NORTH CAROLINA 


“ Represented by Jann & Kelley, Inc. 
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Announcing a new, continuing Herald Tribune Home Study... 


PART 1, NASSAU-SUFFOLK 
ee 4 


: 
: 
' 
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yt | 


A new, detailed and intimate profile of the Herald 
Tribune audience in Long Island’s Nassau and 
| Suffolk Counties reveals clearly the potent pur- 
chasing power of this prime segment of the New 
York Market. The study covers comprehensively 
the major facets of family living... incomes, 


MORE PROOF 


THAT HERALD TRIBUNE READERS ARE YOUR 


TOP PROSPECTS 


| IN THE NEW YORK MARKET! 


occupations, investments, homes and home equip- 
ment, cars, appliances—every phase of purchasing 
which indicates a family’s potential as a quality 
customer. 

Call or write for a Herald Tribune representative 
who will be glad to give you further details. 


NEW YORK Bit erald Dribune TODAY’S WITAL NEWSPAPER! 


A European Edition of the Herald Tribune is published daily in Paris 
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This Week in Washington... 


Eastern Air Lines Offers to Fly 
Miami Witnesses to TV Hearing 


By Stanley E. Cohen 
Washington Editor 

WASHINGTON, June 26—When 
lawyers caucused Monday on 
FCC’s forthcoming inquest into the 
Miami Channel 10 controversy, 
FCC’s general counsel, Warren Ba- 
ker, wondered whether it would 
be cheaper from FCC’s standpoint 
to have the hearing in Miami. With 
so many Miamians involved, he 
pointed out, the transportation and 
witness fees might put a heavy 
strain on the commission’s budget. 

The possibility of a Miami hear- 
ing appealed to National Airlines, 
holder of the Channel 10 permit, 
because its officers live and work 
in Miami. But others who will take 
part in the investigation were far 
from enthusiastic about the pros- 


pect of a month-long absence from 
their Washington offices this Sep- 
tember, at the peak of the litigation 
season. 

Into the breech swooped Eastern 
Air Lines, which was on hand to 
do what it can to get the Channel 
10 permit away from National. 

“If your honor please,” said Har- 
old L. Russell, attorney for Eastern, 
“if National is unable to bring 
these people up here, Eastern will 
be glad to do it without charge.” 

National’s representatives made 
no effort to top this offer, but they 
made it clear that it won’t be nec- 
essary for FCC to arrange trans- 
portation via Eastern for National’s 
president, G. T. Baker. “We’ll make 
sure that Mr. Baker and other of- 
ficers of our company are here,” 


said Norman Jorgensen, attorney; Norman Jorgensen, attorney for 


for National. 
FCC’s lawyers are still pondering 


National Airlines (holder of the 


Channel 10 permit), arose. “I think 


the propriety and legality of East- you should know,” he said to the 


ern’s offer. Meanwhile National’s 
competitors for Channel 10 have 
seized the opportunity to needle 
Mr. Jorgensen. 

“Now that Eastern Air Lines has 
so kindly offered what National 
was unable to do,” said one rival, 
“I think this proceeding could be 
more expeditiously and easily held 
here.” And ex-FCC Chairman Paul 
Porter, representing another Chan- 
nel 10 hopeful, quipped, “In this 
environment, though, you have to 
be careful about the hotel bills.” 


Retired Chief 
Judge Horace 
Stern of Penn- 
sylvania, who 
will preside over FCC’s investiga- 
tion of the Miami Channel 10 case, 
had hardly taken his oath of office 
before he was confronted with a 
delicate “conflict of interest” prob- 
lem. 

With evident embarrassment, 


No Conflict 
of Interest 


judge, “that one of your clients has 
a client who is also a client of my 
firm.” 

It turned out that Judge Stern, 
since his retirement in January, 
has served as consultant on legal 
technicalities for a number of large 
law firms. “As I understand it,” 
he noted, “you are saying that your 
firm represents a client in Wash- 
ington which is represented in 
Philadelphia by a law firm which 
is one of my clients.” 

The judge figured the relation- 
ship was “absurdly remote.” “I 
deal only with lawyers on legal 
| matters,” he pointed out. “I don’t 
know anything about their clients, 
and I don’t represent them.” 


Rep. Frank Smith 
Doesn‘t Cotton (D., Miss.), who 
to AVC Cotron has spearheaded 
the drive for new 
labeling legislation requiring man- 


ufacturers to disclose the identity 


ARE CHANGING! 


Only $165 a month to carry your product story 
to all industrial markets... NOW! 


One industry which is booming since the 


1954 tax revision is... RESEARCH AND 
DEVELOPMENT. . . $7.3 billion in 1957, 
over $8 billion in 1958, and increasing at the 
rate of one billion a year. 


At a time like this, 


product promotion is an inexpensive 

medium to reach all presently active 

markets, plus those which are researching and 
developing new products and manufacturing 


procedures. 


Industrial Equipment News is read for one 
purpose only .. . product news and 
information ... What better place and 
timing for product advertising? 


Details? Write for THE IEN PLAN. 


Industrial Equipment News 


what is most needed in 


Thomas Publishing Company 
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Advertising Age, June 30, 1958 


of all fibers in a textile fabric, 
wants the Federal Trade Commis- 
sion to do something about Amer- 
ican Viscose Corp.’s cotton-rayon 
fabric, Cotron. He claims promo- 
tion of the Cotron trade name may 
damage the reputation of cotton 
“because the garment will fail to 
live up to cotton’s traditional 
standards of comfort and service.” 
His labeling bill passed the House 
last year and recently cleared the 
Senate committee on interstate and 
foreign commerce, so its passage 
this year seems to be a good possi- 
bility. 


What’s sauce for 
Utility Co-ops’ the goose is sauce 
for the gander, so 


Ads Hit Too 
Rep. Edgar W. 


Hiestand (R., Cal.) is out to see 
that rural electric co-ops feel the 
sting of the tax collector’s whip. 

Early this year, you will recall, 
Internal Revenue Service knocked 
out tax deductions by power com- 
panies supporting advertising by 
America’s Independent Light & 
Power Companies after co-ops got 
Sen. Estes Kefauver (D., Tenn.) to 
complain that the ads were “prop- 
aganda.” 

Now Rep. Hiestand has intro- 
duced a bill (H. R. 12910) chang- 
ing the tax laws so that any rural 
electric co-op “which engages in 
propaganda” will lose its tax ex- 
empt status. 


There’s a tangi- 
ble consolation 
prize for mail or- 
der houses in the 
new postal rate schedule. And in 
some instances it will run into a 
handsome saving. 

Like other businesses, the mail 
order houses have to pay higher 
rates on first and third class letters 
and brochures. But many of them 
will more than offset this extra 
expense through lower rates which 
will be available for catalogs. 

Under the bill, catalogs weighing 
8 oz. to 16 oz. are eligible for the 
first time for the 10¢ per lb. bulk 
third class rate. Previously they 
paid fourth class zone rates rang- 
ing from 12¢ to 20¢, according to 
zone. 


Catalogs Get 
Postal Break 


There’s a rumor 
Summerfield here that Post- 
Retires: Rumor ™aster General 

Arthur Summer- 
field is ready to retire, now that 
he has finally battered a rate in- 
crease bill through Congress. 

Meanwhile, representatives of the 
big mail user groups were stunned 
to discover the other day that Rep. 
Elford A. Cederberg (R., Mich.) 
has been shifted from the House 
post office committee to the House 
appropriations committee. 

On the post office committee he 
was a staunch champion of higher 
rates. They fear he will be in a 
position on the appropriations 
committee where he will trim post- 
al appropriations and help build 
pressure for another effort to get 
the first class rate up to 5¢. + 


Bailey Buys ‘Guia’ 

The Pan American Guide (Guia 
de E.U.A.), Spanish-language 
quarterly distributed by Pan 
American World Airways and oth- 
er airlines to incoming travelers 
from Latin America, has been 
bought by Ed Bailey, ad director 
of the publication, from Publishers 
Associates, Los Angeles. Mr. Bai- 
ley is also director of PanAm Serv- 
ices, a company specializing in the 
translation, printing and distribu- 
tion of brochures and other mate- 
rial in Spanish. 


Merrill, McEnroe Adds 5 
Merrill, McEnroe & Associates, 
Chicago, has been appointed to 
handle advertising and public re- 
lations for Universal Water Soften- 
er Co.; Bert Mills Corn.; Suter’s 
Foods; Food Warming Equipment 
Co., and Flower Foods. 
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Who gives 
your selling words 
the best bet 
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-..with 29,456,000 
proved 
reader exposures 
to your ad page! 


The media picture changed this year with the revolutionary new Politz 
study of Ad Page Exposure. It is the first and only audience measure — 
either print or broadcast — that proves people did what they said they did! 


It is no loose attempt to translate issue audience or editorial traffic 
as advertisement audience. It is a measure of the ad page itself. 

The Post is the first magazine to prove how many times 
your advertising page comes directly before the eyes of 
spending prospects. This is the real bull’s-eye measure of 
what a magazine does for your advertising. 

Your Post ad page is exposed 29,456,000 times to the 
readers of an average issue and comes face to face with Post Influentials, 
who talk about and recommend the things they see in their magazine. 

Ad Page Exposure also gives you the first validated comparison of the 
magazine advertising page and TV commercial. Compare cost per thou- 


to be heard’? 
| f 


sand exposures: in the Post, it’s only 90¢*. For a 1-minute commercial 
on one of the ten top-rated TV programs, the cost ranges from 14% more to 
131% more. For the average commercial minute on these programs, it’s 54% 
more. (This assumes that all the viewers are glued to their chairs during 
said commercial. The Post’s 29,456,000 ad page exposures are proved, 
not assumed. ) 

Give your selling words the chance they deserve . . . in the Post. 


*Post cost based on readers 15 years of age and older to equate with TV audience figures. 


Sell the The Saturday Evening 
POST FPINFLUENTIALS PO om : ' 
-they tell the others! 


A CURTIS MAGAZINE 


Averaging over 5,700,000 copies weekly in 1958! 
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L.A., Cook, Wayne Counties Lead in| 
TV Homes in New ARF, Nielsen Count 


New York, June 26—The Adver- 
tising Research Foundation and A. 
C. Nielsen Co. have released up-to- 
date estimates on the number of tv 
households in the U.S., with break- 
downs by counties, states and, in 
the case of the Nielsen report, by 
geographic areas. 

The total count of tv households, 
as of March, was put at 42,400,000; 
this is a slight increase over the 
January, 1958, estimate of 41,924,- 
000. The new figure puts tv pene- 
tration at 84% of total U.S. homes. 

This is the third ARF report on 
television penetration of US. 
households. This one used essen- 
tially the same statistical tech- 
niques as the 1955 and 1956 reports. 
Estimates are based on Census Bu- 
reau data combined with Nielsen 
Coverage No. 3 Survey Data. In- 
cluded is a table of standard errors 
designed as an approximate meas- 
ure of the estimates’ precision. This 
table indicates how far the esti- 
mates may deviate from the results 
of a complete enumeration and 
what the chances are of their doing 
so. 


s ARF and Nielsen are releasing 
these data simultaneously to their 
respective subscribers. This infor- 
mation is going out to Nielsen sub- 
scribers as a part of the company’s 
Coverage Study No. 3; it is com- 
piled for use along with the station 
coverage reports based on the same 
ownership data that are scheduled 
for release in August. 

In addition to the total U.S. fig- 
ures and state and county infor- 
mation, the Nielsen report includes 


100 Counties Lead 


regional breakdowns, a map incor- 
porating the county information | 
and an indication of whether the | 
counties are metropolitan, non-| 
metropolitan or a part of clusters. | 


= The nearest one can come to a 
rough approximation of a leading 
markets list using data now avail- 
able is through a compilation of the 
top 100 tv counties on the basis of 
number of tv households. 

Again, as in 1956, Los Angeles 
County tops this list, having gone 
from 1,364,930 two years ago to 
1,773,850 currently. Cook County, 
Ill. (Chicago and suburbs) held 
second place, with 1,420,220, com- 
pared with 1,290,710 at last count. 
Wayne County, (Detroit and sub- 
urbs) replaced Kings, N.Y., in 
third place and Philadelphia Coun- 
ty took over the fifth spot from 
New York County. 


s An analysis of the state figures 
shows penetration ranging from 
54% in Wyoming to a lofty 91% 
in Connecticut, Massachussetts, 
New Jersey, Ohio and Rhode Is- 
land. 

Penetration increased 14.6% in 
the Pacific region for a tv owner- 
ship level of 85%. The gain for the 
South was 13.5%, bringing pene- 
tration up to 75%. The highest 
level of ownership was in the 
Northeast—90%—and North Cen- 
tral—88%—sections of the U.S. 

The cost of the ARF study titled 
“U.S. Television Households—Esti- 
mates by State and County, March, 
1958” was underwritten by the 
three tv networks, NAB and TvB. 


in TV Households 


March, 1958 
Compiled by A. C. Nielsen and Advertising Research Foundat'on 

County No. of tv h holds} 50 Montg | eee So 143,230 
1 Los Angeles docecccccccccccseccsoccs 1,773,850 51 Santa Clara, Cal. aan, 141,970 
2 Cook, ©. tudo 1,420,220 52 Maricopa, Ariz. 0.0... 141,530 
3 Wayne, Mich. s.r 766,540) 53 Delaware, PO. .sccc-ssevsesm 140,870 
4 Khe, IN. V. sssesssseeeenseennie 730480) 54 Fulton, Ge. cesccesesnesneesnees 140,120 
S Pleileadalishtes ...cccccsscccssscseses 578,300 55 Shelby, Tenn. .....-.ccc.ccccooo0- 138,740 
6 New York Oveccrccoccccesonsescosese 526,960 56 c it, Oo. tat 138,450 
F UBER BEV, ncnnecereenee 511,760) 57 Suffolk, N.Y. cceccscssssssssseee 137,560 
8 Cuychoga, O. 448440 | 58 Bexar, TeK. ccccsscccsessesceneenn 137,250 
IEE easceisan tacsitadinsehanntiens 439,780 OP Ge 2 132,090 
10 Allegheny, Pa. ...........-.0+00 439,240} 60 Union, NJ. ccccccccccccccccceseeeee 127,950 
11 Bronx DOO TTEY OE Relea Wed. Gicesieesesrercorn 126,220 
12 Baltimore erevcccccoseccscococoscososs 357,710 62 Norfolk, i eae ee 125,640 
13 Nassau, TEs donseceheioumbinaias 344,530 63 M tg y, Pa. 123,460 
14 Harris, DD. daissduaionccababbesdiainie 310,600 64 San Bernardino, vo Rae 123,180 
15 Middlesex, ONS  cckctansvetentin 296,360 65 Norfolk, Mass. ..-cccescescssoesee 121,900 
16 Erte, eV. seecccsccccccsccvccocscocece 293,230 66 Ramsey, SS eae 118,980 
17 mit 286,860) 67 Sacramento, Cal. cece 117,030 
18 San Diego eeccrercccccooscccecocoscs 267,580 68 San Mateo, Cal. amnrn 112,070 
VP Gees POD. onnsserresenreernseere 266,900 | 69 Oklahoma ..occscseserseenseeen 111,530 
20 Alameda, Cal. eoeccccccccsesocooes 261,710 70 Bristol, a 110,030 
Be Ty IIS cc ctiicscsrenicrscerrene 252,500} 71 Onondaga, N.Y. veces 108,850 
22 San Francisco .................... 250,550 | 72 Hampden, Mass. ........0.00.-« 108,690 
23 Hamilton, O. 244,750 | 73 Passaic, Nid. ......-ccoesssseeesees 105,610 
24 Hennepin, Minn. ............0++- 235,760) 74 Duval, Fla. ......ccccessseonsseee 99,850 
25 Dallas 232,320) 75 Sedgwick, Kan. ...........0.-- 98,880 
26 District of Columbic ........... 221,500! 76 Tulsa 97,250 
Se 218,490 | 77 Salt Lake .....ccccccccccccoccsccoseee 96,860 
28 Suffolk, Mass. ............ 217,740| 78 Contra Costa, Cal. ............ 96,630 
29 Westchester, N.Y. «0.000000 212,240| 79 Douglas, Neb. ...............00- 94,850 
30 Bergen, NJ... 201,960 80 Kent, Mich. o.com 94,360 
195,550 | 81 Camden, NJ. oocccccccccecceeees 93,960 
186,890 | 82 G Mich. 93,920 
179,130] 83 Luzerne, Pa. .....cccceccccecesene 91,750 
177,450! 84 Davidson, Tenn. ...........000 91,510 
169,420) 85 M b, Mich. es 90,740 
36 New Haven ..........ccceceeee 167,720| 86 Middlesex, NJ. .....ccccc.- 90,030 
37 Oakland, Mich. ................ 166,330 | 87 Westmoreland, Pa. ............ 88,340 
38 Mult h, Ore. 166,100| 88 Hillsborough, Fla. ............ 87,970 
SP CrlG Ee Sesser cnipenscrseeneee 164,390 | 89 Stark, O. .....cccccccccscccsesesesees 86,810 
39 New Orleans, La. .............. 164,390 | 90 Fresno, Cal. ............cccsessee 85,710 
AO Jefferson, Ky. ....c..ccscccssse: 162,750 93,390 
Al Monroe, N.Y. ........cceceeceeee 162,070 83,340 
GB PROTIED cevcccenttbsenysresesecsin 161,400 80,420 
43 Fairfield, Conn. ...........000 161,030 80,310 
44 Orange, Call. ........cccscerseeeee 156,480 79,660 
45 Jefferson, Ala. .......c.cc0c00 155,740 | 96 Prince George, Md. ............ 79,600 
46 Worcester, Mass. .......000-.00 155,700} 97 Montg y, Md. 78,060 
rs ae. 154,700| 98 Pinellas, Fla. - 77,150 
48 Denver PE MI, BRD csccccncicvcecccsenccceste 75,750 
4P Tarrant, Tex. v.cceseseeeeeeses 148,950 | 100 Albany 75,510 


R-R IN THE AiR—Rolls-Royce Inc. will 
use this page in the July 1 New 
York Times and Wall Street Jour- 
nal to open the first drive for its 
Aero engine unit. Ogilvy, Benson & 
Mather is the agency. 
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CBS Shared in 50% 
of TV Films Shown 
on Network: Salant 


St. Louis, June 26—CBS Televi- 
sion was involved in the production 
of more than 50% of the fare car- 
ried on the network in 1957, Rich- 
ard S. Salant, CBS vp, revealed 
in an address before the Rotary 
Club here today. 

This is how Mr. Salant itemized 
CBS’ ownership and program pro- 
duction participation: “The CBS 
Television Network in 1957 fur- 
nished its affiliated stations with 
some 4,467 hours and 40 minutes 
of programs of all kinds—just 
about 10 times, incidentally, the 
total running time of all theatrical 
film made by all American motion 
picture producers annually. 


# “Only 11.5% of CBS Television 
network programs were produced 
and wholly owned by CBS. Anoth- 
er 40.2% were produced either by 
CBS in association with independ- 
ent producers or entirely by inde- 
pendent producers with CBS hav- 
ing a participating ownership in- 
terest. Nearly half, 48.3%, were 
both entirely produced and entire- 
ly owned by independent produc- 
ers.” 

Other financial facts revealed by 
Mr. Salant: 

1. CBS pays $14,000,000 a year 
to AT&T for network interconnec- 
tions. 

2. “The loss of a single half-hour 
of evening time puts a dent of 
just about $3,000,000 on a net- 
work’s p and | sheet.” # 


Ad Tax Repeal 
Threatens Canadian 
Magazines: Chalmers 


TORONTO, June 24—By removing 
the tax on advertising revenue of 
Canadian editions of U.S. maga- 
zines, the Canadian government 
has threatened the existence of 
Canada’s own magazines, Floyd S. 
Chalmers, president of Maclean- 
Hunter, told the Periodical Distrib- 
utors of Canada. 

Mr. Chalmers said removal of 
the tax was inconsistent with the 
Conservative Party’s policy that 
won votes during the election. 

“It is a simple, economic fact 
that a magazine, using editorial 
material that has already been paid 
for once [in the U.S.] has a dis- 
tinct cost advantage—a built-in 
subsidy to put it bluntly—over any 
magazine produced in this coun- 
try,” he said. 

Under these conditions, he said, 
Canadians are “not likely to get 
many new Canadian magazines and 
they are certain to lose some of 


the ones they now have.” # 


Advertising Age, June 30, 1958 


Kellogg Pulls Its Kiddie Shows Off ABC-TV 


to Place Them Locally; Says Ratings Sagged 


Cuicaco, June 26—Chicago tele- 
vision station representatives this 
week were preparing for heavy 
skirmishing, following the an- 
nouncement that Kellogg Co. will 
pull its children’s shows out of 
ABC-TV and place them locally 
in some 170 markets next fall 
(AA, June 23). 

Kellogg reportedly is ready to 
spend close to $7,000,000 for the 
program time. Leo Burnett Co., 
the Kellogg agency, said yesterday 
that it will hold a meeting with 


‘|reps soon to discuss what the 
‘|cereal manufacturer is looking for 


in the way of time periods, market 


“| by market, starting in September. 


= After several years of spotting 
child-appeal programs locally, 
Kellogg last fall went on ABC-TV 
in the 5-5:30 p.m. period with 
five programs—“Woody Wood- 
pecker,” ‘Superman,” “Wild Bill 
Hickok,” “Sir Lancelot” and “The 
Buccaneers.” It was said, how- 
ever, that the company has now 
found its program ratings in trou- 
ble in 15 of the top 25 markets, 
due partially to tough competitive 
programming on other stations, 
and feels it can improve its posi- 


Kreer Joins 
Clint Frank Inc. in 
New Market VP Post 


Cuicaco, June 26—G. Bowman 
Kreer will join Clinton E. Frank 
Inc. as vp and director of market- 
ing services and a member of the 
executive committee July 7. His 
resignation as co-manager of 
Campbell-Mithun’s Chicago office 
is effective July 1. 

Mr. Kreer said that in his new 
job he will “try to spark all areas 
of marketing 
service creativ- 
ity.” His post is 
newly created; it 
has across-the- 
board responsi- 
bility, rather 
than being con- 
cerned with spe- 
cific accounts. 

Mr. Kreer, who 
resigned from 
Campbell - Mith- 
un two weeks 
ago, told ADVERTISING AGE he left 
because he “disagreed completely 
on operating policy” with Mr. 
Johnston and Ray Mithun, agency 
president (AA, June 16). 

He took charge of the C-M Chi- 
cago office in September, 1955. He 
had joined the agency in 1954 after 
three years with McCann-Erick- 
son and 15 years with J. Walter 
Thompson Co. # 


World Credit 
Card Offered by 
American Express 


New York, June 26—An inter- 
national credit card announced last 
week by the American Express Co. 
(AA, June 23) will enable busi- 
ness men and tourists to charge 
everything from bus tickets in 
Bombay to a bottle of booze in Ber- 
lin. 

The company announced the sys- 
tem in page newspaper ads in 22 
markets and in page ads in the 
European edition of the New York 
Herald Tribune and the air edition 
of the New York Times. Benton & 
Bowles is the agency. 


G. Bowman Kreer 


® According to the company, the 
new system is designed to “liberate 
the American wallet from its mul- 
tiplicity of credit cards” by offering 
subscribers an all-inclusive card 
with a simplified central billing 
system. # 


tion by placing the shows market 
by market. 

Kellogg will retain three shows 
it owns—“Woody Woodpecker,” 
“Wild Bill Hickok” and “Super- 
man”—and add “Huckleberry 
Hound,” “Yogi Bear” and “Pixie 
& Dixie.” 


® The Chicago Spot Development 
Council, a group of local represen- 
tatives, worked in conjunction 
with the Chicago chapter of the 
Station Representatives Assn. to 
compile a list of stations willing 
to offer Kellogg 20% off the 
earned rate for three shows week- 
ly, 25% off for four shows and 
30% off for five shows. The rates 
are said to be based on the pro- 
gram contribution discount offered 
by networks to advertisers who 
bring in their own shows. 

Burnett emphasized that the 
move to spot “does not represent 
any basic dissatisfaction with net- 
work tv, but rather was dictated 
by a desire for complete flexibility 
in the placement of this segment 
of the Kellogg broadcasting activi- 
ty.” Kellogg has three new evening 
shows on network tv: “Disney- 
land,” on ABC-TV (just purchas- 
ed), and “What’s My Line?” and 
the new Garry Moore show, on 
CBS-TV. 

Burnett announced to reps last 
week that it would begin placing 
the children’s shows locally, but 
then reportedly hesitated when 
ABC offered some counter-propos- 
als to keep the business. The final 
decision was made early this week. 


NBC Asks Sponsors, 
Stations to Help 
Ballyhoo Fall TV 


New York, June 26—NBC-TV 
this year hopes sponsors and sta- 
tions will share the advertising 
costs incurred in launching the fall 
tv season. 

Advertisers are being asked to 
contribute to the campaign fund 
only for those shows they sponsor. 
Under the proposed plan, sponsors 
will pay one-third of the cost of 
a 250-line curtain-raiser newspa- 
per ad in some 60 to 100 markets. 
The network will pay one-third of 
the cost and the stations the other 
third. 

NBC will pay the bill in full in 
the six cities where it owns sta- 
tions. Last year NBC scheduled 
kickoff advertising for the 1957-58 
season covering its owned stations 
and the major Trendex-reported 
cities, with no contribution from 
advertisers. There have been in- 
stances in the past when special 
ads were placed jointly by NBC 
and the sponsors. 


= NBC hopes that its proposal for 
shared advertising will become the 
pattern of the future. With the 
network having so many atirac- 
tions—like a manufacturer with 50 
products requiring national adver- 
tising—to push, NBC feels it can’t 
afford to give all its shows the na- 
tional promotion they should have. 

For shows that are coming back 
in their old time spots, a single ad 
is planned. For new programs or 
those in new time spots, multiple 
ads will be recommended. 

Nobody at NBC is talking about 
this advertising strategy, which 
the network wanted to keep sub 
rosa until a substantial amount of 
support had been lined up. How- 
ever, such advertisers as Kraft, 
Colgate-Palmolive and RCA are 
said to be favorably inclined to- 
ward the plan. NBC has about 12 
others lined up too. 


# One reason for the secrecy prob- 
ably revolves around a still to be 
solved problem: Can a credit line 
for a national sponsor be included 
in an ad placed at the local rate? 


+ tag AROS 
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The 
DETROIT | 
FREE 


Proudly serving the 
people since 1831 


eae 
tO di a ER shee” eee? 
a ee i et oe; ef , a 2 
Oe Pa ie ae ' 
ie a a Re ee . 


FIRST 


in advertising gains 


—s 


Five year growth 
greater than evening 
papers 


better-read by men 
and women 


FIRST 


in circulation gains 


| | PRESS 
; 1S 
} @ Michigan's 


FIRST! 


» Newspaper! 


Growing faster in past 
five years than 
evening papers 


FIRST 


in women’s stores 
advertising 


More than both 
evening papers 
combined 


FIRST 


in editorial excellence 


More awards, honors 
— including four 
Pulitzer Prizes 


FIRST 


one up in the morning 


- FIRST WITH 

SO MANY READERS 
FOR 

SO MANY REASONS 


Unlike other major 
markets, just one 
morning paper 


NATIONAL REPRESENTATIVE: Story, Brooks & Finley 


—you see the friendly dhe 


FIRST 


with ROP full color 


Detroit’s most 
colorful newspaper! 


Highest home- 
delivered circulation 
in history! 


everywhere! 


RETAIL REPRESENTATIVE: George Molloy, New York : 
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Another true-to-life story about some make-believe characters 


Why, actually, do Chicago 


men buy clothes? | 


Qe Hx | 


S a = 7 P 
} was hallelujah Tuesday “ aN Wer at Peter, Peter, 


Plompkin & Eater (Specialists in Plain and Fancy Advertising). 
% ZS 


on 


wear account. And the agency’s Shakespeares and Michelangelos were straining | 


== 


Big Chief Plompkin had brought in a brand new men’s 


at the leash to get going with the words and pictures. 


a , 
But before leaping into copy platforms, \ ¥ a. _ media recommenda- 
Mi — 


tions etceterateria, Plompkin suggested that the agency gather all material available 


on the men’s wear business and also take a look at the fascinating question 


ORT TIT A A, 


of why men buy clothes in the first place. a 


When agency Research Hounds were unleashed, the trail led right to Joe 


Seg who had a new piece of Tribune research on the Motives, | 


Marketing, Merchandising and (you guessed it) Media for Men’s Wear. (Applause) 


>, ] 
as  peaparets 


Joe bowed, straightened his old school tie, 
to explain a few survey highlights: 
“Men have vastly different ideas about clothes than women. For example, a 


woman dresses to be noticed, a man to be unnoticed. And unlike a woman, a man is 
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delighted to see “‘his’’ suit eee being worn by another in his 


group, because this confirms his good judgment. 


¢ 
**Most men are not interested in technical talk Sie about clothes. 


Comfort is their first concern. Men decide on fit by how clothes feel on them. If a suit 
feels right, it fits right. 
“54.3% of the men take someone along when buying a suit. 54% of the 


married men take their wives. But, although they like advice, 


to feel that the decision to buy is their own. 


*‘While few men are willing to admit that their old clothes are obsolete, 3 


44.97, want more clothes than they own. 62.5% say they enjoy shopping for clothes. But 


71% think that anything will come back in style if they just wait long enough. 


s¥e @)) 
“‘There’s a lot more in the study,” continued Joe, smiling, ‘“‘but now, 


let’s look at media. Men report that, next to store windows, they find newspapers 
most helpful for information about clothés. When he reads a newspaper, 
a man feels he can hide his interest in new clothes at the same time 
he is satisfying it.” 
The P.P.P. & E. squad, confirming this statement from personal experience, 
BX FLAY \ | 
nodded their heads in agreement. oe So Joe, knowing when 
he had a good thing going, added a few more facts tai the Gilet Lilcicda 
findings that show that the Chicago Tribune is preferred by more 
Chlsage ines (51.9%) as a source of shopping information, than the other three 
Chicago papers combined. 
Now maybe you sell macaroons or muzzles instead of men’s wear. But if you 
want to sell more of them in Chicago, call in Joe. Nobody knows Chicago like the 


Tribune. Nothing sells Chicago like the Tribune. And Joe’s the joe to give the facts to you. 


Chicago Tribune _ sy 


THE WORLD’S GREATEST NEWSPAPER 
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The Editorial Viewpoint ... 


On Pre-emption and Adaptation 


A couple of weeks ago James D. Woolf devoted his column to a 
discussion of the question of pre-emption. Correspondents have writ- 
ten him, he said, “questioning the probity of a product seeking to 
pre-empt a virtue common to all or most products in its competitive 
category.” 

And he went on: 

“I see nothing morally offensive in this procedure. His competitors 
had the same opportunity as he to make first use of this story, but 
they chose to ignore it. I see no reason why this particular advertiser 
should refrain from featuring it . . . I think it is perfectly ethical 
for an advertiser to be ‘the first to tell certain convincing facts.’ Pro- 
vided, of course, that he makes no untruthful claims of exclusive- 
ness.” 

We agree completely with Jim Woolf that preemption of a common 
virtue or feature is simply alert promotion, with no moral problems 
involved so long as the truth is not stretched. And we’d like also to 
suggest that adaptation of themes and ideas invented by others is 
not morally offensive, so long as simple ground rules are observed. 

There is such a thing as stealing ideas, and there is no other name 
for it than that. If you run a piece of artwork or an idea, and some- 
one takes it over bodily without so much as a by-your-leave, that 
is stealing, pure and simple. But if one idea gives you a similar idea, 
which you adapt for use in an area which is in no way competitive 
with that in which the original idea appeared, we see nothing repre- 
hensible about this. 

We are particularly out of patience with those people (and there 
seem to be a considerable number of them) who think they have 
some kind of rights to the most simple and obvious “ideas” and who 
are constantly being disturbed because someone else has gotten pretty 
much the same perfectly obvious idea. 

The kind of “ideas” we are discussing are those which consist of 
featuring a reproduction of Whistler’s mother in a Mother’s Day ad, 
or something equally stamped with the mark of genius. 

It would be a wonderful world, no doubt, if every advertisement 
consisted of fresh, new material not borrowed or adapted from any- 
thing that had previously been used. But in all good faith, we must 
admit this is too much to expect. 


Color Inserts in Newspapers 


We are not good enough at printing mechanics to know whether 
the “new process” which Young & Rubicam is heralding for color in- 
serts in newspapers is really new or not, but we do know that it is 
creating a great deal of interest. 

The process’ principal uniqueness, apparently, is in the continuous 
design (like wallpaper) pattern of the ads, so that the matter of 
“shrinkage” is overcome in inserting the printed sheets into copies 
of the newspaper. 

The process calls for color printing by offset on continuous rolls 
of paper the same size as ordinary newsprint rolls. The rolls are 
then delivered to the newspaper and run through a newspaper press 
without further printing, in such a way that they are trimmed and 
automatically inserted into each copy. It is this automatic inserting 
which is the hub of the process, since it permits automatic handling 
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“He says that sex should only be hinted at in advertising a cooking 
utensil.” 


of a job which previously called for hand operations. 

And it is here that the “wallpaper pattern” becomes important. 
The newspaper press, operating at tremendous speed, apparently can- 
not cut the insert accurately enough to maintain a conventional pat- 
tern; but with the continuing type of pattern, it doesn’t matter 
whether one sheet is an inch or two shorter or longer than another— 
the message comes through without distortion. 

If the process works well and its cost is as reasonable as is said to 
be the case, we can expect a great deal more use of color inserts in 
newspapers. 


‘Look’ Sells Magazines 


A couple of weeks ago we went tc the annual Look presentation 
to advertisers, and listened to Vernon Myers, Look publisher, give 
the principal sales talk. 

We were impressed, to put it mildly. And not so much with the 
fact that he did a good job of selling the advertising virtues of Look. 
That, after all, was to be expected. 

No—it was the fact that the first half of his presentation was a sell 
for magazines, rather than merely for Look, which impressed us. We 
thought for a while that we were listening to an industry presenta- 
tion, rather than an individual magazine job. And we think that is 
smart and sensible. 

Actually, Mr. Myers seemed to be following the line that the rep- 
resentatives of the Magazine Advertising Bureau explained to the 
readers of ADVERTISING AGE some weeks ago—the “marriage” of 
magazines .. . the group selling of two or six or eight publications 
to perform a marketing job, rather than the individual selling of one 
magazine in competition with all other magazines. And this is a 
pretty sensible sales tactic, which other media might use more ef- 
fectively, also. 
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What They're Saying... 


Something New? Mainly as a result of these factors 
“Reckless federal spending to|the profit from newspaper opera- 

help business is ridiculous! ...| tions for 1957 fell off. 

What makes the government think| During the first three months of 


it can succeed where women have 
failed!” 
—Caption for a Lichty women’s civic 


league cartoon in the Chicago Sun- 
Times. 


Pleasures (?) of Publishing 


In 1957 an increase in the news- 
print price—the 11th since World 
War II—and higher wages caused 
a substantial rise in publishing 
costs. Also, help-wanted advertis- 
ing, which had grown tremendous- 
ly in the preceding two years, 
declined sharply, although the vol- 
ume of other advertising increased. 


1958 newspaper operations con- 
tinued to reflect the generally pre- 
vailing business conditions. Costs 
of operation are up over the pre- 
ceding year and volume of adver- 
tising is down. 

—New York Times annual report for 

1957. 


That Winged Feeling 

Motivation is just a new word 
for an old bird—I understand the 
old bird was a goose. 


—Jack Hubbell, president of the Sales 
Executives Club of New York, at its 
June 3 AcSelleration Day luncheon. 
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Rough Proofs 


Critics who have been telling the 
automobile industry just how to 
sell motor cars might now devote a 
little attention to the merchandis- 
ing of color tv sets. 


Corporations haven’t been de- 
claring many extra dividends this 
year, but Reader’s Digest is going 
to give advertisers in 1959 a sec- 
ond color and bleed at no extra 
charge. 


Architectural Record talks about 
“the greatest school building mar- 
ket in history,” but doesn’t say a 
word about the important contri- 
butions of Dr. Stork to that happy 
picture. 


“Research curbs are needed by 
creative admen, Kay asserts.” 

His idea is to provide the ballast 
to keep the balloon from soaring 
too far into the bright blue yonder. 


Don McNeill is celebrating 25 
years of “The Breakfast Club” on 
ABC, and to a lot of his fans the 
show is just as necessary as the 
morning orange juice, coffee and 
toast. 


The customer isn’t always right, 
says E. B. Weiss, pointing out that 
10% of the people are so fussy it 
doesn’t pay to stock up just for 
them. 


You will be able to rent your 
shirts under a new plan operated 
by laundries, but probably not if 
you are one of those itinerant 
salesmen who doesn’t know where 
his next order is coming from. 


“Our accounts are leaders, our 
people are pros,” brags an adver- 
tising agency looking for a copy 
chief, but it doesn’t say which is 
cause and which is effect. 


“We want a man,” says a farm 
equipment manufacturer, “who can 
sit down at the typewriter and 
turn out highly factual yet moving 
copy.” 

And his name doesn’t have to be 
Hemingway. 


The credit card to end all credit 
cards is on the way—American Ex- 
press Co. will offer one good all 
over the world for living accom- 
modations, restaurant, travel, car 
rental and other services. 


A new kind of dehydrated soup 
now being tested can be made into 
any variety just by adding a spe- 
cial flavor. 

And if you don’t like the idea, 
just remember that the flavor is all 
you ever taste. 


“Deductibility of ads is hot po- 
tato for tax men,” the headline 
says. 

And maybe only Congress will 
be able to cool it off. 
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In buying appliance media, the Pros buy on facts 


And they buy Electrical Merchandising because the facts add up. 


They know Electrical Merchandising alone reaches the big, im- 
portant part of the appliance-tv-housewares business. It goes to 
40,000 appliance men each month who use, value and pay for what 
it gives them. That’s a fact. 


As researchers Erdos and Morgan revealed, these appliance men 
use this knowingly edited, handsomely packaged magazine as a 
| working tool. More of them choose it for sales-making ideas and 
\ for usefulness of advertisements than choose the next two publica- 
tions combined. That’s another fact—and a most interesting one 
to advertisers. 


Something happens between the familiar covers of Electrical Mer- 
chandising that happens nowhere else. Good advertising gets even 
better because it benefits from an editorial context built each 
| month by the industry’s largest, most experienced staff of appli- 
1 ance editors. And that, too, is a fact. 


In promotional planning for today’s tough appliance market, the 
Pros buy on feel and on facts. And they buy Electrical Merchan- 
dising—the fact-backed first choice of the appliance business. 


Electrical 


Merchandising 


Magazine of the appliance Pros 


A McGRAW-HILL PUBLICATION ABC-ABP 
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We don’t 
usually 
drop names 


...and, happily, names like those shown here don’t 
drop us. In the past six years, the finest stores in 
America’s key markets have staged 1,121 Holiday 
promotions — many stores averaging two or three 
a year! Not just one-card-on-a-counter tie-ins, but 
division-wide and store-wide events, promoting 
everything from hi-fi to high fashion, from china- 
ware to outerwear. 

Why all this selling with Holiday? Leading re- 
tailers have learned that the “Holiday Mood” 
lends excitement and drama to a wide variety of 
merchandise, sparking customers to buy through- 
out the store. These retailers are especially anx- 
ious to stock Holiday-advertised products and give 
them top billing in promotions. 


If you want fine stores to note and promote your 
product, give it all the advantages of “Advertised 
in Holiday.” You'll be in for a rewarding new 
experience in merchandising and selling! Case 
histories? Just ask your Holiday representative. 
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THE WORD'S GETTING AROUND.. 


no service comes as close to perfection as 


.CENTURY! 


Details—any and all details—on a job— 
any and kinds of jobs-—are in safe 
hands at Century. Whether you 
order electros, newspaper mats, R.O.P. 
mats, plastic plates or take advantage of 
our new proofing service, your job is 
detail-supervised with exactness and 
care unmatched anywhere! 


% e: 
5, 


Don’t Surrender 
to Yellow Pages, 
Classified Men Told 


(See picture on Page 42) 

BALTIMORE, June 24—Newspa- 
| pers are losing out to Yellow Pages 
in attracting national advertising 
by not boosting the “built-in im- 
pact” of classified pages at the 
point of sale, the Assn. of Newspa- 
per Classified Advertising Mana- 
| gers was told last week. 
| Speaking before an ANCAM 
jconvention here, Robert Miller, 
| head of the National Classified Ad- 
|vertising Network, chided conven- 
tion delegates for letting the tele- 
phone classified directory take 
over national advertisers’ attention 
and budgets. 

Mr. Miller said “untold thou- 
sands” of consumers walk into 
stores with newspapers “opened to 
the classified pages. Is there any- 
one here who has ever seen any- 
one walk into a store carrying a 
telephone book under his arm?” 

He said newspapers could attract 


the reason 
for the trend 
to The Houston Post 


LOCAL 
ACCEPTANCE 


The Post's all time cir- 
culation high — 216,209 
‘daily — combined with 
journalistic excellence, 
makes your advertising 
more effective, more 
economical. 


Texans pay $279,000 
more yearly to read 
The Post than 

any other Houston 
newspaper 

(based on The Post's 
monthly subscription rate, 
which is 20 cents higher 
than that of other 
Houston dailies). 


THE 


| HOUSTON PosT 


The Houston Post is read 
by more people than any other 
Texas morning newspaper. 


W. P. Hobby 
Chairman 
of the Board 


Oveta Culp Hobby 
President 


Represented Nationally by Moloney, Regan & Schmitt 


Advertising Age, June 30, 1958 


more national advertisers by boost- 
ing this feature of the medium and 
also by making it easy for adver- 
tisers through “simplified systems 
of billing and order-placing.” 


® Delegates also heard Charles T. 
Lipscomb Jr., president of the Bu- 
reau of Advertising of the Ameri- 
can Newspaper Publishers Assn., 
tell them that newspapers are the 
most under-sold and under-re- 
searched medium. 

Mr. Lipscomb asserted that 
classified ads should have a 50% 
increase by 1965. It is extremely 
important that all units and arms 
of the newspaper combine to sell 
total advertising, he said, pointing 
out that newspaper advertising will 
reach the impressive figure of $5 
billion by 1965 as compared to $3.5 
billion today. 

Through its employment, auto- 
mobile and real estate sections, 
classified ads serve as the best 
economic barometer, Mr. Lipscomb 
asserted. He revealed a new long 
range total selling plan for news- 
papers geared to skyrocket adver- 
tising. It includes more research, 
plans for representation at national 
trade conventions, planned nation- 
al coordinated promotions and 
more ad agency contacts with di- 
rect mail “blitz attacks” telling 
newspaper advertising success 
stories. 


= New officers elected for the 
coming year include Elder R. Gar- 
ter of the Madison (Wis.) News- 
papers, president; Leland Hover, 
Phoenix Republic-Gazette, 1st vp; 
Mack T. Christian, Tampa Tribune, 
2nd vp; Ralph Rosenberg, Tacoma 
News-Tribune, 3rd vp; Philip D. 
Crawford, Buffalo Courier-Ex- 
press, treasurer, and Alfred J. 
Carrano, Bridgeport Telegram- 
Post, secretary. 

Harold McOsker, Cincinnati En- 
quirer, was elected new director, 
and Arthur Mochel, The Citizen, 
Columbus, O., was elected chair- 
man of the board of advisors. 
William F. Carr of the Philadel- 
phia Bulletin is the outgoing presi- 
dent. 
| Van Sant, Dugdale & Co. and 
the Joseph Katz Advertising Co., 
Baltimore, awarded “certificates of 
merit” for outstanding classified 
newspaper advertising during 1957 
|to The Citizen, Lima, O., the San 
Gabriel Valley Daily Tribune and 
{the Omaha World Herald. 

Editor & Publisher award certifi- 
cates went to the Daily World, 
Opelousas, La., in the under 50,000 
circulation class, and the Philadel- 
phia Inquirer in the over 500,000 
class. + 


Hammond Named Ad VP 

Don Hammond, former merchan- 
dising counselor and regional sales 
|/manager of Topics Publishing Co., 
has joined the Affiliated Regional 
‘Drug Publications, Chicago, as vp 
in charge of national advertising. 
In his new post, Mr. Hammond 
will make his headquarters in New 
York, heading Don Hammond & 
Associates, 57 Park Ave. 


Food Chain Names Black Shop 

Growers Outlet Inc., which op- 
erates a regional chain of six su- 
permarkets, has named Black & 
Musen, Springfield, Mass., to han- 
dle its advertising. 
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outdoor 

says everything 
ae ts nas 

>> to sell! 


yum's the word 


<= Burrys 


OXFORD CREME COOKIES 


ag the word! 


\Gurey's 


loxtono CREME ‘COOKIES 


Mr. G.W. Burry 


President & Chairman 
Burry Biscuit Corporation, says: 


: ! , . ; 
: - __. ‘ Z “Our painted bulletin campaign has produced such a healthy 
( Yd F Bensnaaed | ) sales gain for Burry in ’57 that we are expanding 
o ‘a 1 1 our use of Outdoor to several other major markets.” 
OUTDOOR SELLS OUTDOOR SELLS OUTDOOR SELLS OUTDOOR SELLS 
PRODUCT IN USE PACKAGE TASTE APPEAL © BRAND NAME 


IDENTIFICATION 


8 out of 10 people remember OUTDOOR Advertising!" 


Standardized Outdoor Advertising, 24 and 30-sheet Posters—and Painted Bulletins. 


OUTDOOR ADVERTISING INCORPORATED | >. 


NATIONAL SALES REPRESENTATIVE OF THE OUTDOOR MEDIUM 


60 EAST 42ND STREET, NEW YORK 17, NEW YORK - ATLANTA - BOSTON - CHICAGO - DALLAS - DETROIT - HOUSTON - LOS ANGELES - PHILADELPHIA - ST. LOUIS - SAN FRANCISCO - SEATTLE 
*Urban Poster Readers —Starch Continuing Study of Outdoor Advertising 


Painted Bulletin designed by Weightman, Inc., Advertising 
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THE MAN THE PUBLISHERS FORGOT 
pert Prtia (...t woul) 


He's the farm store owner. Now a 
new magazine, FARM STORE 
MERCHANDISING, helps him 
and more than 30,000 of his busy 
brothers sell a flock of products to 
a booming farm market. Learn 
more about the market advertisers 
shouldn't forget in BPRD Classifi- 


cation 44A or by writing to... 

Perr * Se Pe Se Re ege oo 

-: ' 1 ' 

' ! ' ' ' 

F'A:R'M 
--+ 


MERCHANDISING 


THE MILLER PUBLISHING CO. 
Box 67, Minneapolis 40, Minn. 


Home Laundry Sales Rise 

Factory sales of home laundry 
appliances during May amounted 
to 312,677 units, up 14% from 
April, according to the American 
Home Laundry Manufacturers’ 
Assn., Chicago. May was also the 
first month since November, 1956, 
that sales exceeded the year-ago 
total. May sales were 3% greater 
than in May, 1957. Total sales for 
the first five months of 1958 were 
15% less than for the correspond- 
— 1957 period, the association 
said. 


Maloney Named by WTRC 


Jerry Maloney has been named 
sales manager of radio station 
WTRC, Elkhart, Ind. He was with 
the station from 1949 until 1956, 
when he joined WSJV-TV, South 
Bend-Elkhart, es a special an- 
nouncer, 


Gridley Adams, 90, 
Adman, Expert on 
U.S. Flag, Is Dead 


New York, June 24—Gridley 
Adams, 90, retired advertising ex- 
ecutive and nationally known au- 
thority on the history, traditions 
and etiquette of the U\S. flag, died 
yesterday in a nursing home in 
Brewster, N.Y. 

Born in Cromwell, Conn., of an 
old New England family, Mr. 
Adams, who was christened 
Charles Samuel Gridley Adams, 
dropped his first two names as a 
young man, after leaving high 
school and getting a job as an of- 
fice boy in an insurance company 
in Pittsfield, Mass. Later he held 
a variety of jobs and became an 
advertising salesman for newspa- 
pers in the Middle West. In 1896 


TOOTHPASTE 


TOOTHPASTE 


PASTE TOOTHPASTE TOOTHPASTE 


‘TOOT PASTE @oormPaste 


| TOOTHPASTE 


Herman & Daley, Miami Beach. — : 


Get the latest Cincinnati facts. Call Mike Burnes, General Advertising 
Cincinnati, Ohio @ O’Mara & Ormsbee, Inc., New York, Chicago, Detroit, 
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| tory field sales section, which has 


can sell the most.// 


If your sales are down, you need the fastest moving paper in town! The Cincinnati ee 
Times-Star has raced ahead of the Post to the number one evening position in vital 4 
Hamilton County .... the important City Zone . . . and the 
Metropolitan Area ... where strength counts the most! That’s 
the newspaper with the greatest number of display ads is the .. . 


TIMES-STAR — 


Manager, The Cincinnati Times-Star, 
Los Angeles,,San Francisco @ McAskill, 


Advertising Age, June 30, 1958 


he came to New York as an ac- 
count executive for the old J. Van 
Vechten Waring agency. 

Shortly after the turn of the 
century he established his own 
company, the Adams Advertising 
Agency, in Chicago. He was active 
in the Chicago Advertising Club 
before World War I and was its 
president in 1916-17. 

After World War I, Mr. Adams 
opened an agency in New York, 
but sold his interest to become a 
columnist on the old Collier’s. 


= He had a number of hobbies, 
including geneaology, heraldry and 
horticulture, and also was known 
as an amateur painter. But his 
most absorbing enthusiasm was the 
U.S. flag. He organized and became 
director general of the American 
Flag Code Assn. and the U.S. Flag 
Foundation and became an invet- 
erate writer of letters to the edi- 
tors of newspapers and magazines 
on the proprieties of displaying the 
| flag. 

American Legion Magazine, sev- 
eral years ago, credited Mr. Adams 
with knowing “more about dis- 
playing the American flag than any 

| other living person.” He frequent- 

ly pointed out errors of procedure 
;}committed by organizations and 
| was instrumental in having Con- 
| gress pass a law in 1942 instructing 
| civilians on how to display the flag 
properly. 

The New Yorker ran a profile 

/on him in 1952, characterizing him 
as a man who carried on “a public 
love affair with the U.S. flag for 

|more than 30 years.” 

| His wife, Mrs. Lucy Grace Miner 

Adams, who died last Jan. 15, was 

a former president of the West- 

chester Federation of Women’s 

Clubs, and his daughter, Mrs. J. 

| Brooks Emory Jr., who survives, 
jis the wife of a vp of Young & 
| Rubicam. 


| HARRY LANSING 
GREENVILLE, MICH., June 24— 
|Harry Lansing, 78, former news- 
|paper publisher, died yesterday of 
|a heart attack. From 1930 to 1941 
|Mr. Lansing was publisher of the 
Greenville News. Previously, he 
had published the Reporter, Cold- 
|water, Mich., from 1919 to 1929, 
land then managed the Macfadden 
| publications in Michigan. 


| 
HAROLD A. RUBIN 

BRIDGEPORT, June 24—Harold A. 
Rubin, 52, business manager of the 
Bridgeport Herald since 1951, died 
suddenly June 17 at St. Raphael’s 
Hospital, New Haven. 

Mr. Rubin joined the newspaper 
in 1942 as assistant to former busi- 
ness manager Henry J. Rosen. Pre- 
viously, he had worked in the 
newspaper and magazine field in 
New Haven, Miami Beach, Saranac 
Lake and other cities. 


Westinghouse Names Manager 
in Consumer Unit Shift 
Westinghouse Electric Corp., 
Pittsburgh, has realigned the re- 
sponsibilities in its consumer prod- 
ucts group and has named four 
area managers to replace the fac- 


been eliminated. The new manag- 
ers are M. E. Lanning, southern 
area, with headquarters in Atlanta; 
Walter T. Baker, western area, San 
Francisco; H. R. Bryant, central 
area, Chicago, and J. F. O’Donnell, 
eastern area, Mansfield, O. 

The four men will report to 
Richard J. Sargent, vp and general 
manager of marketing and distri- 


4 bution for the consumer products 
: group. 


Color Rates Increased 

The London Free Press, London, 
Ont., has announced a $10 increase 
in color charges on all contracts 
placed after July 1. Color rates 
based on a b&w page, 1,000-line 
minimum will be $949, one-color; 
$999, two-color, and $1,049, full- 


‘ |color. 
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There's nothing so powerful as an idea 
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ere opener re cam 


Once upon a time a lot was to build a house on. And people did most of their living 
inside of the house. But look what an idea can do! 


Better Homes & Gardens started showing people how to get more out of living by 

living more out-of-doors. They’ve kept featuring articles about outdoor living— 
how to plan for more play space on a narrow lot, how to have a second 
“dining room” in the back yard, even how to shop for a swimming pool. 


And because BH&G’s editors have such a happy faculty for making 

reality more fascinating than anything else in the world, the men 

and women who read Better Homes & Gardens are living “all 
over the lot’’ these days—outdoors as well as indoors. 


For advertisers, every new idea BH&G gets behind means 
new sales opportunities. Outdoor living means building 
materials, patio furniture and garden tools. And barbecue 
equipment and suntan oil and maybe even swim suits, 
too! The sales climate that Better Homes & Gardens 
creates is truly unique among the major media. Meredith 
of Des Moines . . . America’s biggest publisher of ideas 
for today’s living and tomorrow’s plans 


ot America reads Bua the family idea magazine 


4,5C0,000 COPIES MONTHLY 
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Highest quality coverage 
at lowest cost? YES ---in 
“U.S.News & World Report” 


F ALL news magazines, “U.S.NEws 

& Wortp Reporr” offers the high- 

est concentration of managerial people 

in business, industry, finance, govern- 
ment and the professions. 

Of all news magazines, “U.S.NEws & 
Wor _p Report” offers the highest con- 
centration of high-income families, both 
in the $7,500-or-more and in the $10,000- 
or-more brackets. 

Yet this circulation, now 1,050,000, is 
available to advertisers at the lowest 
per-thousand cost in the field—just $4.97 
per page per thousand. 


This low cost will prevail for all 
of 1958. 


It will prevail again in 1959. 


GROWTH MAKES THIS 
LOW COST POSSIBLE 


Two facts account for this exceptional 
advertising value—so unusual in these 
days of rising costs of everything. 

First, the continued and steady circu- 
lation growth of “U.S.NEws & Wor.p 
REpPoRT”’—a growth that has come about 
through the use of only the most volun- 


Net paid circulation 


tary of circulation methods. Here is the 
growth record: 


CIRCULATION: TRIPLED 7 
1,050,000 


1951 1958 


Second, continued acceptance by na- 
tional advertisers. Here is the growth 
record in advertising pages carried over 
recent years: 
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ADVERTISING PAGES: ALMOST DOUBLED 
3,084 Pages 
- | 


1,671 Pages 


now 1,050,000 
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Only because of this volume of adver- Here’s the record of how “U.S.NEws 
! tising and sustained circulation growth & Wor. Report?” has consistently low- 
can “U.S.NEws & WorLp REporv” hold ered its per-thousand costs as circu- 
the line in per-thousand costs—in the lation and advertising volume have 
| face of publishing expenses that will be grown: 
even higher in 1959 than they are now. 


7 - Cost Per Page 
i fist Rate Base ; Per Thousand 
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Circulation in the first quarter of 1958 averaged 1,051,901—a gain of 130,137 
compared with a year ago—the biggest 12-month gain in the magazine’s 10-year 
history. In each of these years, ‘“‘U.S.NEws & WorLD REeporv?’”’ has delivered circu- 
lation substantially above the rate base, making delivered costs per thousand even 
lower than those listed above. 


Between now and the end of the year, and in 1959 as well, advertisers can cover 
America’s high-income people of importance in this magazine which keeps growing 
in coverage—in usefulness—in impact. And they can continue to do so at the same 
low per-thousand cost that prevails today—the lowest of any news magazine or any 
management magazine. 


THE 


MPLETE 


NEWS MAGALINE 


U.S.News co 


& World Report 


U.'S.NEWS & WORLD REPORT 


America’s Class News Magazine 


Advertising offices at 45 Rockefeller Plaza, New York 20, N. Y. Other adver- 
tising offices in Boston, Philadelphia, Cleveland, Detroit, Chicago, St. Louis, 
Los Angeles, San Francisco, Washington and London. 
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THE PURSUIT OF QUALITY — OUR CONSTANT DEDICATION 


HUTCHINGS & MELVILLE, Inc. Custom Photoengraving 


4043 NORTH RAVENSWOOD AVENUE, CHICAGO 13 


EASTGATE 7-9220 


Pertect Circle Starts Drive 
Perfect Circle Corp., Hagers- 
town, Ind., is launching a campaign 
in automotive publications to in- 
troduce Valve Seal, a new auto- 


motive engine product. The drive}; 
will bow in Motor Trend with a|} 


two-page, two-color insert in Au- 
gust. Ads will follow in the fall 
in Automotive Service Digest, 
Commercial Car Journal, Jobber 
Topics, Motor Age, Motor Service 
and Transportation Supply News. 
Henri, Hurst & McDonald, Chicago, 
is the agency. 


Milwaukee Advertising 
Club Elects New Officers 

Burton E. Hotvedt, vp and a di- 
rector of Klau-Van Pietersom- 
Dunlap, Milwaukee, has been 
elected president of the Milwau- 
kee Advertising Club. Also elected 
were George L. Staudt, Cramer- 
Krasselt Co., vp; Robert C. Slater, 
Slater-Rost Studios Inc., secre- 
tary, and Peter W. Olsen, Olsen 
Publishing Co., treasurer. 


We’re 
Moving....... 


fic 


nee 


ER JUN 


ADDRESS WILL BE 
Main Street 


H 14, PA. 


AFT 


ouR NEW 
341 Rising 


NORTHSIDE. PITTSBURG 


FAirfax 1-8700 


Pittsburgh 


"IS ON THE MOVE 
to its new. TELEVISION CENTER 


Pittsburgh's finest and most complete studio and production facilities 
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BOOSTER—Publicidad Badillo, Puer- 
to Rico’s largest agency, has 
launched an institutional campaign 
in Puerto Rican newspapers to 
build confidence in the economy. 


Standard Rate 
Brochure Aims to 
Clarify Rate Terms 


Cuicaco, June 24—Standard 
Rate & Data Service has developed 
a “rate clarification plan” for busi- 
ness publications to encourage a 
common rate language intelligible 
to buyers and sellers alike. 

A 16-page brochure describing 
the plan has been mailed to pub- 
lishers and other members of the 
advertising industry. The brochure 
outlines examples of obscure rate 
terminology and makes compari- 
sons with concise, standardized 
language. 

Major emphasis in the plan is 
placed on such subjects as bulk, 
frequency and “per issue” rates, 
combination rates and rate pro- 
tection policy. 

SRDS developed the plan in co- 
operation with the American Assn. 
of Advertising Agencies, Associ- 
ated Business Publications and Na- 
tional Business Publications. 

C. L. Botthof, president of 
SRDS, said within a week after 
release of the plan, 225 publishers 
of business publications com- 
mented favorably on it and re- 
quested clarification of their rate 
information listed monthly in 
SRDS’ Business Publication Rates 
& Data. + 


Hawley Resigns Outdoor Co. 
William A. Hawley, president 
and manager of Hayward-Larkin 
Co., Spokane, has resigned his as- 
sociation with that company ef- 
fective Aug. 1. He will retain a 
minor interest in some plants con- 
trolled by his associate, Elias 
Sternglanz, but will move to Car- 
mel, Cai., and interest himself in 
real estate investment property. 


Taylor-Norsworthy Boosts 2 

Taylor-Norsworthy, Dallas, has 
promoted two on its staff. Mrs. 
Gloria Richardson, with the agen- 
cy since 1953, has been promoted 
to copy chief. George V. Charlton, 
who has been.in the production 
and creative departments in addi- 
tion to serving as assistant account 
executive, has been boosted to ac- 
count executive. 
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THE CHICAGO AMERICAN 


< iieaia bas cacerete by Hearst ee 


Soren 


In Chicago and suburbs, 50.2% of all 
Chicago Americans are carrier-delivered 
(by far the largest home-delivery in the 
Chicago evening field). This is home 
penetration you can count on, 

because you can count it. 

Home-delivery is an important measure of 
a newspaper's vitality, acceptance and 
need. When you measure newspapers 

in Chicago, look behind total circulation. 
Readership and response depend on 
feelings, not figures. There can be no more 
positive proof of a newspaper's place 

in the hearts and minds of its readevs 

than their buying it daily, sight unseen. 


Source: Six Month Publishers’ Circulotion Stotements, 
March 31, 1958, from newspapers which hove carrier-delivery 
cirevlation audited by the A.B.C. 
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24 
Grant to Lawrence-Schnitzer 


Leonard J. Grant, former tv 
commercial produeer-director of 
Emil Mogul Co., New York, has 
been appointed production super- 
visor of Lawrence-Schnitzer Pro- 
ductions, Hollywood. The tv com- 
mercial producer created Mr. 
Grant’s new post to provide more 
complete and detailed client serv- 
ices to agencies. 


READY! Sring vour recerss 
up te jan. 1, "8 
BLUE BOOK BUS. PAPER ADVERTISERS 
Timely! Trend-indicative 1! 
3-year space check. All '55-6-7. 
Over 1,000 pages of data. 
10,000 reconstructed ad schedules. 


write BRAD-VERN’S Yaris 


Ads Are Important 
Function of Sales 
Promoter, ‘AR’ Finds 


Cuicaco, June 24—The typical 
sales promotion manager is un- 
der 45, married, and a college 
graduate. He earns between $10,- 
000 and $20,000 annually. And he 
looks upon advertising as one of 
his most important functions. 

This sketch, drawn from a sur- 
vey made by the Sales Promotion 
Executives Assn., is reported in 
the July issue of Advertising Re- 
quirements. 

The sales meeting was the most 
frequently mentioned function of 
the sales promotion manager 


(noted by 345 out of 411 respond- 
ents); “advertising” was next 
highest, though just what the) 
term encompasses for individual 
sales promotion men was not de- 
fined. 

Other functions mentioned fre- 
quently included direct mail, mer- 
chandising planning and public re- 
lations. Each of 23 functions listed 
on the questionnaire was checked 
by 73 or more respondents. 


® In ranking duties in order of 
importance, advertising led the 
way. 71 ranked it first, 23 second, 
and 21 put it down as their third 
most important duty. Sales meet-| 
ings also ranked high in order of 
importance to the sales promotion 
executives. 


Waukegan News-Sun. 


write — 


The Waukegan News-Sun 


Multiplies Sales in 
WAUKEGANLAND . .. . 


“Why try to reach Waukeganland with 
only metropolitan papers?”’ asks the Wizard of 
Waukegan. “Let’s not kid ourselves, Chicago 
papers just don’t cover Waukeganland.’’ To 
multiply Waukeganland sales advertise in the 
paper that reaches more households than any 
other in the Waukegan trading zone — The 


For more details on the exciting new things 
that make The News-Sun a ‘‘must’’ in reaching 
Waukeganland’s 71,800 families, phone, wire or 


Che Claukeaan News-Sun 


Represented nationally by 
Burke, Kuipers & Mahoney, Inc. 
C R. Cunningham Nat’! Adv. Mgr. 
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Advertising Age, June 30, 1958 


The secret of a radically NEW pen! 


JEWELED—This moustached jeweler will appear on retail counters 


in ten markets this fall to help se 


ll Waterman Pen Co.’s $1.95 jewel 


point ball pen. A consumer campaign is planned for this fall; a 
trade campaign is running now. Bruce Enderwood Co., New York, 
is Waterman’s marketing council. 


Other highlights of the survey: 


e Salary: 53.9% earn between 
$10,000 and $20,000; 15.7% were 
above that; 30.4% were below it. 


e Work experience: Direct selling 
was held most important, followed 
by sales calls, advertising produc- 
tion and retail sales. 


e Title: Of 16 titles, sales promo- 
tion manager was listed most fre- 
quently; advertising and _ sales 
promotion manager, and director 
of advertising and sales promotion 
were also mentioned frequently. 


e Tenure: One-third of the re- 
spondents had been in their pres- 
ent positions less than three years; 


work more than ten years. 


e Budget: 31.5% said their money 
was part of the advertising budg- 
et; 27% said it was a separate 
| budget; 12.4% got it from sales 
| budgets, and 7.4% drew from the 
merchandising allotment. + 


Gilruth Joins Buchen 

Robert A. Gilruth has joined 
Buchen Co., Chicago, as an account 
executive. He formerly was an ac- 
count executive with Young & 
Rubicam, Chicago. 


Robert Weltzien Joins FC&B 
Robert Weltzien, formerly with 

Benton & Bowles and McCann- 

Erickson, has joined Foote, Cone 


but one-third had been with their|& Belding, New York, as account 
companies and in sales promotion!|executive on the Clairol account. 


Doug Hathaway 


a 


knows the 


site 


ae on 


-(and he 


of the 


N cI 


BY, 


won't tell!) 


——— 


*Doug Hathaway, Vice President and Media Director, J. M. Mathes, Inc. 


P.S. We will... any day now. Watch for details. 
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MARY: Peter! Peter Lind Hayes! Listen to this wonderful news! 
Forrest Apperson — he’s General Manager of the 
Grocery Products Division of Staley — writes me, and | quote: 


m™ "Dear Mary: I thought you'd like to know that, in a tough year, 
m™ with reduced consumer expenditures and a product selling above 
the average price, we have made excellent sales gains on Sta-Puf 
and Sta-Flo this year. Our new daytime program on CBS Radio, 
featuring Peter Lind Hayes and Mary Healy, was the only new part 
) of our advertising program this year and has resulted in sales 


gains greater than we have ever had before on these products." 


PETER: You’re right, Mary. That is wonderful news. And Sta-Puf and 
Sta-Flo are wonderful products. And CBS Radio is a wonderful network. 
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peace 


To meet the growing needs of the booming missile market 
...in terms of news ...of people ... and in terms of dollars, 
MISSILES AND ROCKETS changes from monthly to week- 
ly frequency July 7, 1958. 


MISSILES AND ROCKETS was founded in October, 1956, 

to communicate specialized information, news, and ideas 

between missile men on all decision making levels. Today 

new developments happen fast. Missile men need to be 

posted constantly and accurately . . . ahead of the news. To 

guarantee complete editorial coverage of the missile market, 

MISSILES AND ROCKETS offers you a staff of specialists— 

including engineer-writers, business, military, legislative, and 

9 a world affairs specialists . . . the largest editorial staff devoted 
missiles and rockets to industries serving the missile market. 


With MISSILES AND ROCKETS, you reach over 24,000 key 
management, engineering, research, production, and procure- 
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ment subscribers, as well as top military and government men 
connected with missile and satellite science. Circulation con- 
tinues to grow at a spectacular rate . . . and there’s no waste 
circulation, MISSILES AND ROCKETS subscribers must be 
engaged in missile work. 


Since the first issue of MISSILES AND ROCKETS, market RO CKETS : 
expenditures have jumped from a billion dollar figure to over | “oe lage 
3.5 billions today! And MISSILES AND ROCKETS has ei 

emerged as America’s most successful new business publica- 

tion serving the missile market. Advertising volume is 84% 

over the first five months of last year with a total of 707 pages 

of advertising for January-May, an increase of 323 pages. nt World’s Largest Aviation Publishe 


Starting July 7, 1958... MISSILES AND ROCKETS WILL IN sere acc aban Ra es a: Sal magia 
BE THE ONLY WEEKLY PUBLICATION DEVOTED EX. 

CLUSIVELY TO INDUSTRIES SERVING THE MISSILE 

MARKET. 
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House Magazine Budgets 
Increasing, Survey Finds 

Despite the profit pinch, most 
U. S. corporations are spending 
more today than ever to communi- 
cate with employes, a survey by 
House Magazine Institute, New 
York, finds. 192 of the 250 indus- 
trial companies surveyed have not 
cut back on their house organs. 

Of the 250, 19% have increased 
their employe magazine budgets 
and 53% are standing pat. While 
28% have cut back, one-third of 
these have appropriated funds for 
other employe communications, 
such as supervisory newsletters, 
reading racks and posters. 


Sell-Print Acquires Alpco 

Sell Print Inc., Chicago, has ac- 
quired controlling interest in the 
Alpco Sign division of Winton 
Mfg. Co., Chicago, producer of 
plastic signs. Sell-Print says it 
now has a complete line of plastic 
advertising signs, from acetate 
window streamers to illuminated 
outdoor signs. 


Jones Joins Hickerson 

Delbert Jones, formerly public 
relations director of Sun Chemical 
Corp., has joined the public re- 
lations department of J. M. Hick- 
erson Inc., New York, as an ac- 
count executive. 


WWDC Reorganizes Staff 

Herman M. Paris, vp and general 
sales manager of WWDC, Wash- 
ington, will devote full energies to 
national business, under a re- 
organization of the business staff. 
Max Sherman, who has been an 
account executive with the station 
since 1947, has been appointed 
local sales manager. 


Maxwell Sackheim Names Two 
Robert Shaller, formerly promo- 
tion director of the Esquire Club, 
and John Day, previously on the 
copy staff of Prentice-Hall, have 
joined the copy staff of Maxwell 
Sackheim & Co., New York. 


IRE always remembers the man. In radio-electronics, 


W. R. G. Baker is a man whose name is synonymous with 
progress. IRE acknowledges Dr. Baker's leadership with the 
Founders: Award which is bestowed only on special occasions 
to its outstanding men. Here, progress is paramount. The rec- 


ord of the men who make this progress is kept by 


The Institute of Radio Engineers. 


On the advertising pages of Proceedings your products and services also 
become part of the record of radio-electronics. It will help the man remember 
| you if he sees your sales message in his own professional journal. Remember, 
if you want to sell the radio industry, you've got to tell the radio engineer! 


Proceedings of the IRE 

THE INSTITUTE OF RADIO ENGINEERS 
Adv. Dept., 72 West 45 Street, New York 36, N. Y. 
Chicago 


* Cleveland «+ San Francisco «+ 


@ 


los Angeles 


7-COUNTY PULSE REPORT 


KALAMAZOO-BATTLE CREEK AREA — MARCH 1958 
SHARE OF AUDIENCE — MONDAY-FRIDAY 


To Land Sales 


WKZO | Station “B" 


Station “C" 


6 A.M. - 12 NOON 32 
12 NOON - 6 P.M. 29 
6 P.M.-12 MIDNIGHT; 30 


Michigan. 


In Kalamazoo-Battle Creek 
and Greater Western Michigan! 


For a sales pitch with a real hook, use WKZO — CBS 
Radio for Kalamazoo-Battle Creek and Greater Western 


Pulse figures, left, tell the story. WKZO Radio gets 45% 
more morning listeners than the next station . . . 31% 
more afternoon listeners . . . 50% more evening listeners! 


How about it — isn’t now the time.to check WKZO 


availabilities with Avery-Knodel? 


*George Langston caught one this size at Tennessee's Dale Hollow Dam 


in April, 1958. 


WKZO 


CBS RADIO FOR KALAMAZOO-BATTLE CREEK 
AND GREATER WESTERN MICHIGAN 
Avery-Knodel, Inc., Exclusive National Representatives 


Advertising Age, June 30, 1958 


Getting Personal 


On his way home from the AFA convention in Dallas, John Lamb 
of BBDO, new president of the Minneapolis Adclub, stopped with 
his family at a ranch outside of Fort Worth, Everything went well 
until his 7-year-old son was kicked in the head by a horse, re- 
quiring seven stitches. But the wound is healing, and young Lamb 
is now a hero to his more (or less) fortunate Minneapolis play- 
mates. . . 

Jack Israel, of Barol & Israel, Philadelphia, has been reelected 
secretary of Kensington-Maimonides Hospital. William H. Sylk, 
president of Station WPEN, was renamed chairman of the board, . . 

Irv Solomon, vp and copy chief of Al Paul Lefton Co., Phil- 
adelphia, is recuperating at home from surgery... 


OFF TO BRUSSELS—Bill Treadwell, vp and manager of the public rela- 

tions department of Leo Burnett Co., with his son, Brian, departs 

for Brussels, where he will represent the U.S. as the official dele- 
gate to the First World Congress of Public Relations. 


Otto P. Brandt, vp and general manager, King Broadcasting Co., 
Seattle, and Warren E, Kraft Sr., vp Honig-Cooper & Miner, Seattle, 
have been elected to three-year terms on the board of trustees of the 
Seattle Chamber of Commerce. . . It was wedding bells on June 7 
for Larry Beaulaurier, advertising manager, Pacific Cooperatives, 
Walla Walla, Wash., and Peggy Jo Nixon, Pendleton, Ore... 

Ray Phelps, who recently severed his long association with Earl 
Ludgin & Co. Chicago, is leaving for a long-delayed European 
vacation with his wife, Mary. They’ll be home shortly after Labor 
a 


BETWEEN SPEECHES—Edward C. Von Tress, senior vp and ad director 
of Curtis Publishing Co., (left) and Jack Cunningham, president of 
Cunningham & Walsh, pose with a 7-foot sailfish which Mr. Von 
Tress caught off the Florida coast at Boca Raton between sessions of 
the Saturday Evening Post’s sales meeting at the resort. Mr. Cun- 
ningham was a featured speaker at the meeting. 


George H. Allen, assistant publisher and general manager of 
McCall’s, is a new member of the board of the Harvard Alumni 
Assn. He will represent the Harvard Business School Assn., of which 
he has been national president. . . 

Engagement note: Kenneth W. Price, an account exec on Bristol- 
Myers at Doherty, Clifford, Steers & Shenfield, New York, will 
marry Donna Kay Smith, of the men’s personnel department of 
J. Walter Thompson Co. in late summer... 

Robert A. Hardt, exec vp, marketing, of Hoffman-La Roche Inc., 
Nutley, N. J., was awarded an honorary degree of doctor of science 
in pharmacy, honoris causa, at the commencement exercises of the 
Massachusetts College of Pharmacy... 

General Petroleum Corp.’s ad manager, Frank C. Meunier, re- 
ceived the National Hot Rod Assn.’s annual distinguished service 
award for his “outstanding contribution to highway safety.” Under 
his direction, safety economy runs have been set up in high schools 
as a feature of their driver education programs. . . 
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‘Spaves the way 
for quick 


turnover? 


says ARTHUR ROSENBERG 


Vice-President, Food Fair Stores, Inc. 


One of the most aggressive supermarket chains in America, 
Food Fair operates 300 stores in eight states along the 
Eastern Seaboard from Connecticut to Florida. 


TED BY 


Some advertising media move women. Others move women and merchandise. eT eres 
37 GREAT 


With his eyes focused on the turnover at Food Fair Stores, 

Mr. Rosenberg says: €@ Today’s housewife ...a very discriminating shopper. . . 
usually knows what she wants and looks for those products which have 
become established through national advertising. 

“The advertising power of THIS WEEK is a moving force in the sale of 
nationally advertised products on grocers’ shelves. THIS WEEK, in effect, 
‘paves the way’ for quick turnover of national-brand merchandise in our 
supermarkets. 9 9 

Top grocery men all over the country will tell you: if you want quick turnover for 
your product . . . you want THIS WEEK at the top of your advertising schedule. 

Your advertising is read by more people in THIS WEEK MAGAZINE than in any other 
publication. 12,000,000 families read THIS WEEK every week. Your advertising 
in THIS WEEK gets heavy newspaper coverage combined with high magazine 
readership ... at a very low cost per thousand. THIS WEEK is today’s most 
powerful selling force in print. 


The most widely read national magazine in America sharing the power and prestige of these great newspapers: 


The Baltimore Sunday Sun « The Birmingham News * Boston Sunday Herald * Buffalo Evening News* « The Charlotte Observer * Chicago Daily News © The Cincinnati Enquirer * Cleveland Plain Dealer * The Dallas Morning News * The Denver Post 
Des Moines Sunday Register * The Detroit News « The Houston Post « The Indianapolis Star * The Jacksonville Florida Times-Union * Los Angeles Times * The Memphis Commercial Appeal « The Miami News « The Milwaukee Journal « M polis Sunday Tribune 
New Orleans Times-Picayune-States » New York Herald Tribune ¢ Norfolk Virginian-Pilot and Portsmouth Star * The Philadelphia Sunday Bulletin « The Phoenix Arizona Republic « The Pittsburgh Press * Portland Oregon Sunday Journal + Providence Sunday Journal 
Richmond Times-Dispatch * Rochester Democrat and Chronicle « St. Louis Globe-Democrat * The Salt Lake Tribune * San Antonio Express and Sunday News « San F i Ch 
The Washington Sunday Star * The Wichita Sunday Eagle 


sco icle « The Spok Spokesman-Review * The Syracuse Post-Standard 
*Effective October, 1958 
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A.C.NIELSEN COMPANY 


WEL SEN BULOME - CHICAGO 


Fi WORLD'S LARGEST MARKETING RESEARCH ORGANIZATION 


500 FIFTH AVENUE NEW YORK 36, NEW YORK PENNSYLVANIA 6-2843 


June 11, 1958 


Mr. Donald W. Coyle, Vice President s 
Research & Sales Development 
American Broadcasting Company 
Seven West 66th Street 4 
New York 23, New York 


Dear Don: ‘ 


There are several valid computation methods, each with its _ 
own application, that can be used to determine the average 
cost of delivering 1000 commercial minutes. 


One method is to accumulate the time and talent costs of all 
sponsored programs on the network and divide this total by 
the sum of the commercial mimtes delivered by these programs. 


Using this method of computation, based on Nielsen Average 
Audience Ratings, estimated time costs and published talent 
figures, the networks' cost rcial minutes for 
March-April 1958 


ABC 
Network B 
Network C 


# Evening One-A-Week 


2101 HO . . f > WILLOW ROAD - MENLO PARK (SAN FRANCISCO! 
OxFoRps. om NETHERLANDS ~~» WELLINGTON, NEW ZEALANO 
Bry i ngs " : i F RE. UGLIN, IRELAND --- STOCKHOLM. SWEDEN 
MS - NIELSEN SPECIAL RESEARCH 

RAGE SERVICE (RADIO & TV) 
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Brookfield Renames Lichtman 

Brookfield Clothes Inc., New 
York, has reappointed Jerry Licht- 
man Co., New York, its advertis- 


ing and public relations agency. 
Lichtman handled the account un- 
til a year ago when it went to 
| Harold Miller Co. 


Greeley Heads Chicago 4A’s 
Joseph Greeley, vp in charge of 

marketing of Leo Burnett Co., 

has been elected chairman of the 


write: 


HE SELLS EVERYTHING... 


To the Farm Market! 


He runs the Farm Store. . 
rural supermarket, serving a $22 
billion market. He’s one of 30,000 
who sell practically everything the 
farmer needs to buy. 


He’s the man Farm Store Mer- 
chandising was made for. 


For fompiete facts and figures, 
see BPR 


Chicago council of the American 
Assn. of Advertising Agencies. 
Reginald G. Carey, vp and Chicago 
manager of Campbell-Ewald Co., 

has been elected vice-chairman. 

Alex T. Franz, president of Alex T. 

. a | Franz Inc., has been elected secre- 
tary-treasurer. Council governors 
include Robert Brinkerhoff, Young 
& Rubicam; Robert R. Burton, 
Kenyon & Eckhardt; W. R. Gillen, 
Batten, Barton, Durstine & Osborn; 
Lee Hammett, Western Advertis- 
ing Agency; Ivan Hill, Cunning-| 
ham & Walsh, and Nathan E. 
Jacobs, Bozell & Jacobs. 


Classification 44A or 


Advertising Age, June 30, 1958 


Sales of Chain Stores 


Pees? 2 2? Ceres FT = -°-9 

: EF ‘A‘'R'M: | | NBBB Elects Campbell 

' ' ' ' ' ' Wallace E. Campbell, Ist vp of 

+o | et mt a a | Fuller Brush Co., has been elect- 

STORE: ed chairman of the board of the 

; ; : ; | |National Better Business Bureau. 
MERCHANDISING A member of the board since 1952, 

THE MILLER PUBLISHING CO. (he was treasurer during the past 

Box 67 Minneapolis 40, Minn. year. 


announcing 


a dynamic new monthly 


trade publication 


patie 


“> EPORTER 


One single ad covers ALL the volume buyers of 


variety merchandise in the variety store, drug 


and supermarket fields. 


31,000 buyers - 76,000 stores - a $6 billion market 


MOST COMPLETE CIRCULATION 


A hand-picked audience of volume buyers 
and key executives in the following retail 
fields selling variety merchandise: 


Chain Variety Stores 

Larger Independent Variety Stores 
Chain Drug Stores 

Selected Independent Drug Stores 


MOST NEEDED EDITORIAL SERVICE . . . 


A complete monthly guide to new variety 
products, packages and promotions, in a 
handy, quick-reading departmentalized for- 
mat covering these products: 


Housewares, hardware 
Notions 

Stationery 

Toiletries, Cosmetics 
Toys, Games, Books 
Dry Goods, Apparel 


May % Gain Five months % Gain 
1958 1957 _—or Loss 1958 1957 or Loss 

Food Chains 
*Grand Union $ 43,225,723 $ 40,201,020 7.5 $ 112,089,710 $ 102,139,512 + 9.7 
Pettus eases sed 33,473,362 31,391,452 + 6.6 165,905,203 157,092,972 + 5.6 

Group Total ..... $ 76,699,085 $ 71,592,472 + 7.1 $ 277,994,913 $ 259,232,484 + 7.2 
Mail Order 
>Montgomery Ward 89,194,289 90,274,632 — 1.2 307,939,572 303,308,899 + 1.5 
ae Roebuck . 339,120,959 338,261,890 + 0.3 1,116,339,610 1,139,221,060 — 2.0 

paakamesses 728, 8,919,575 +20.3 46,128,800 42,426,768 + 8.7 

i Total .-§ 439,043,248 $ 437,456,097 + 0.4 $1,470,407,982 $1,484,956,727 — 1.0 
Drug Chains 
PeOpNES .ccccescees 6,090,890 5,348,506 +13 28,367,742 25,991,208 + 9.1 
Walgreen ......... 21,422,880 19,228,419 +114 101,211,452 91,338,615 +10.8 

Group Total ..... $ 27,513,770 $ 24,576,925 +11.9 $ 129,579,194 $ 117,329,823 +10.4 
Variety and Miscellaneous 
°Bond Stores ...... 6,889,828 7,055,900 — 2.4 72,139,855 77,420,513 — 6.8 
‘Butler Bros. ...... 11,691,322 9,167,644 +27.5 58,288,567 47,613,653 +22.4 
©Diana Stores ..... 3,355,859 3,141,511 + 6.8 30,440,833 30,865,147 — 1.4 
Edison Bros. ...... 10,767,633 9,233,710 +16.6 41,422,263 38,824,873 + 6.7 
Fishman, M. H. .. 1,241,139 1,096,291 — 4.2 4,943,528 4,932,198 + 0.2 
¢Franklin Stores ... 3,535,550 3,025,396 +16.9 36,622,885 34,692,100 + 5.6 
Gamble-Skogmo Stores 10,199,133 9,506,231 + 7.3 43,359,958 40,695,142 + 6.5 
Grant, W. T. ...... 34,065,455 32,509,603 + 4.8 135,276,041 136,187,405 — 0.7 
©Grayson-Robinson . . 3,376,998 3,203,637 + 5.4 34,596,323 34,772,325 — 0.5 
ee Se 8,900,475 8,718,469 + 2.1 30,984,103 32,481,687 — 4.6 
Hartfield Stores .. 2,004,171 1,701,245 +17.8 6,190,727 6,106,888 + 1.4 
Interstate Dept. 

Etc ees.0 use 5,675,631 5,712,611 — 0.6 18,775,150 19,763,831 — 5.0 
Kinney, G. R. ..... 6,214,000 5,118,000 +21.4 23,935,000 20,978,000 +14.1 
Kresge, S. S. ..... 29,919,564 28,517,472 + 4.9 130,061,132 128,958,083 + 0.8 
ta 12,354,496 12,066,755 + 2.4 52,340,493 57,050,500 — 8.3 
oLerner Stores ..... 15,521,439 15,354,319 + 11 52,966,628 55,764,191 — 5.0 
‘Mangle Stores . 2,975,822 3,121,614 — 4.7 11,161,504 12,057,724 — 7.4 
McCrory ...... 8,157,091 8,250,609 — 1.1 37,385,023 39,476,735 — 5.3 
McLellan Stores .... 4,794,143 4,566,453 + 5.0 20,221,454 20,550,248 — 1.6 
Melville Stores ..... 9,668,036 9,014,944 + 7.2 44,437,423 44,019,923 + 0.9 
Mercantile Stores Inc. 13,234,000 12,639,000 + 4.7 43,930,000 44,438,000 — 1.1 
©Miller-Wohl aw 3,476,841 3,325,626 + 4.5 33,208,085 33,532,823 — 1.0 
Murphy, G. és 16,645,966 16,695,651 — 0.3 69,096,578 71,965,010 — 4.0 
National Shirt Shops. 1,744,375 1,751,631 — 0.4 6,605,630 7,315,977 — 9.7 
Neisner Bros. ...... 5,429,171 5,567,732 — 2.5 22,786,891 24,437,140 — 6.7 
Newberry, J. J 16,819,023 15,906,328 + 5.7 71,786,890 70,387,602 + 2.0 
Penney, J. C. 104,723,663 100,587,012 + 4.1 437,851,760 435,518,685 + 0.5 
Rose’s Stores ...... 2,352,726 2,272,382 + 3.5 9,240,807 9,784,842 — 5.5 
Western Auto ...... 18,990,000 20,057,000 — 5.3 80,135,000 81,259,000 — 1.4 
White Stores ...... 4,232,439 3,136,677 +349 16,055,722 12,336,333 +30.1 
Winn-Dixie Stores . 46,185,341 40,206,711 +14.9 541,490,140 473,056,233 +14.5 

Group Total ..... $ 425,141,330 $ 402,228,164 + 5.7 $2,217,736,393 $2,147,242,811 + 3.3 

Combined Total ..$ 968,397,433 $ 935,853,658 + 3.5 $4,095,718,482 $4,008,761,845 + 2.3 
® 13 weeks, May 31. ° Four month period. © Ten month period. ¢ Sales of T. G. & Y. eres Co. 
are included for periods subsequent to date of acquisition, Oct. 1, 1957. * 11 month period. / 17 


weeks, May 31. 7 48 weeks, May 31. 


Scott Sets Biggest Radio 
Saturation tor Cut-Rite 


There will be no ants in the 
pickles or sand in the sandwiches 
for radio listeners over the Fourth 
of July week-end if they heed the 
advice of Scott Paper Co., Chester, 
Pa. The manufacturer has sched- 
uled the biggest radio saturation 
campaign in its history for Cut- 
Rite wax paper three days prior 
to July 4. Spot and network will 
be blended in an unusual combina- 
tion. 

Scott has purchased 30 two-and- | 
one-half minutes in several CBS| 
Radio daytime serials heard in 
200 cities June 30 to July 2. In 33 
of these major markets, 70 radio 
spots ranging from 10 to 30 seconds 
have been scheduled on additional 
stations in each city. Budget for 
the holiday campaign, which will 
stress the advantages of triple-wax 
paper for wrapping foods both 
indoors and out, is in excess of 
$60,000. J. Walter Thompson Co. 
is the agency. 


FCC Abandons Plan to Add 
VHF Channel in Providence 
The Federal Communications 
Commission has announced that 
it expects to abandon a plan which 
would have brought a third vhf 
tv channel to Providence, R. I. The 


plan was one of several limited 


“de-intermixture” proposals sug- 
gested by FCC nearly two years 
ago in an effort to bring additional 
stations to “underserved areas.” 
The FCC’s reasons for abandoning 
the plan have not been revealed, 
but FCC said it has instructed its 
staff to draft a decision dropping 
the proposal. 

Providence currently has two 
vhf stations. 


SPEA Elects Forsyth 

John F. Forsyth, coordinator of 
| special promotions of Trans World 
Airlines, has been elected presi- 
dent of the New York Sales Pro- 
motion Executives Assn. He suc- 
ceeds Richard J. Brown, sales pro- 
motion manager of U. S. Plywood 
Corp. Other new officers are Joel 
W. Harnett, assistant to the pub- 
lisher and promotion director of 
Look, 1st vp; William H. Green, vp 
of Kenyon & Eckhardt, secretary, 
and Robert A. Paulson, promotion 
coordinator of the petroleum and 
chemical division of Du _ Pont, 
treasurer. 


Compton Elects Four VPs 

Compton Advertising, New 
York, has elected Julia R. Brown, 
Walter Barber, Henry Clochessy, 
associate media directors, and Jo- 
seph R. Cross, account executive, 
vps of the agency. 


Selected Supermarket Chains 
Armed Forces Post Exchanges 
Other Volume Variety Retailers 


Garden and Outdoor Equipment 
Other Variety Merchandise 
Store Equipment 


RESERVE SPACE NOW! - FIRST ISSUE— OCTOBER, 1958 


SEND FOR FULL DETAILS TODAY! 


NEW YORK — EAST COAST 
Doyle Peck, Adv. Mgr. 
5 West 45th St. 
New York 36, N. Y 
Circle 5-1655 


CHICAGO — MIDWEST 
Arthur Sainz 
193 Shabbona Drive 
Park Forest, Illinois 
Pligrim 8-3369 


VARIETY PRODUCTS REPORTER 


A Gralla Publication 


WEST COAST 


Bob Wettstein & Associates | Bob Wettstein & Associates 
672 S. Lafayette Park PI. 209 Post Street 


Los Angeles 57, Cal. San Francisco 8, Cal. 
DUnkirk 8-2286 YUkon 6-2522 


Home-for Keeps! 


Whether it is delivered or taken into the 
home, The Montreal Star GOES HOME 
every evening and stays there to get 
the reading attention of the whole fami- 
ly. This “thome-shopped"’ readership is 
another reason why advertisers place 
more linage in the Star than in any other 
newspaper in its field. 


The Montreal Star 


Represented Nationally by O'Mara and Ormsbee Inc. 
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THE BIGGEST THING 


o hit the Power Field 


In Years!! 


..:to help you size-up your market! 
...to help you sell your product! 


Gigantic Opportunity 


to Forge Ahead in the 


GROWING, EXPANDING 
POWER FIELD MARKET 
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> Haitorial Pages Devoted’ io— 
NEW PLANTS. “= Gao NEW GENERATING PROCEDURES 
NEW EQUIPMENT “NEW CONTROLLING TECHNIQUES 
NEW DISTRIBUTION SYSTEMS NEW APPLICATION METHODS 
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..» CENTRAL STATION REPORT 


Complete descriptions of outstanding installations 
Detailed round-up of revolutionary design ideas 
1958 Design survey for central stations 


..- INDUSTRIAL POWER SERVICE SYSTEMS REPORT 


Complete descriptions of outstanding power and plant service systems 
Detailed round-up of design features for each power service 

1958 Design survey for industrial power service systems 

1958 Design survey for industrial electrical distribution systems 


a ...REVIEW AND PREVIEW 


Comprehensive report and evaluation of new design features of power and 
plant service equipment 
Summary of new design literature available to the field 


{MORE PLANTS... 
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TO GIVE DETAILED SPECIFICATIONS 
TO LIST ITS ADVANTAGES 
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Regular POWER Advertising Rates Apply Mechanical Requirements 


(Frequency of Insertion Basis) (NIAA Standard 8% x 11% Trim Size) 

1 Time 6Times 12Times 24Times 48 Times Width Depth 

F DO ivivsevisinisseriiedinsiscnai . =. 

) | 825 790 755 700 630 hones 44 x 10 

2/3 page............. 590 565 540 500 450 IN csiciasccsscstnavensecad 27/16 x 10 

'/3 page (allt.)............c0c0008 AV, x Alf 

V3 page.............. 351 337 322 298 268 \ sae ii 24 x Ah 
fe poge............. 237 227 217 201 181 , 

Bleed Advertisements 
I iiaistshsetntiinnitinens 8% x 11'Z 
(Largest unit to be counted as single insertion is a page. spread 16%, x 11'% 


Spread counts 2 insertions) 


Standard AAAA color — $125. per page additional 
Bleed — single page $90, spread $130. 


spread bleeding 


across gutter only 
(each page).............ceee 7% x 10 


Complete Plate (b&W) ...............:ccccececeeceeteeeeteeeees SEPTEMBER 5th 
Closing dates. ... Color and Fractional Pages ...........c.cccccceeeeee SEPTEMBER 2nd 


(1 week earlier for copy to be set or if proofs are desired) 


Don't miss your place in the marketing sun!! 
NO FIELD IS GROWING LIKE THE BUSTLING POWER MARKET 


and there is 


NO BETTER PLACE TO TAKE ADVANTAGE OF THIS MARKET FOR TODAY 
(AND FOR TOMORROW ) 


AN Power's PLANT DESIGN ISSUE 


‘Your local POWER representative will be glad to suggest ways to make best use of this issue’s theme. _ Bi AE es . | 
BOSTON-16 PHILADELPHIA-3 DALLAS-1 CHICAGO-11 PITTSBURGH-22 
James E. Dean C. R. Long Edward E. Schirmer Louis W. Romigh Jack S. Wenger 
350 Park Square Bidg. 6 Penn Center Plaza The Vaughn Bidg. Gordon L. Crane 1111 Oliver Bidg. 
Hubbard 2-7160 Locust 8-4330 Riverside 7-5117 520 Michigan Ave. Atlantic 1-4705 
Mohawk 4-5800 
DETROIT-26 DENVER-2 CLEVELAND-13 ST. LOUIS-8 LOS ANGELES-17 
= Louis W. Romigh John W. Patten Jack S. Wenger Gordon L. Crane R. H. Antles 

856 Penobscot Bidg. 1749 Broadway 1164 Illuminating Bidg. Continental Bidg. 1125 West 6th St. 
Woodward 2-1793 Mile High Center Superior 1-7000 3615 Oiive St. Madison 6-9351 

Alpine 5-2981 Jefferson 5-4867 

NEW YORK-36 ATLANTA-3 SAN FRANCISCO-4 

Walter R. Klein Meyer H. Miller Richard C. Alcorn 

James E. Dean 801 Rhodes-Haverty Bldg. 68 Post St. 


500 Fifth Ave. Jackson 3-6951 Douglas 2-4600 
Oxford 5-5959 


oo Pork we 0-5 een eae 2 SOS nger ee A = ‘ eae Re len weet ; eat ont ee ae Ro, ay ‘ =i Tora ae | vj oa 
ee ei i sais as ee ae | . Bers as ii, Re ribs a ek i are en = Fe eee Ae i ee a ee = aa 
: gee : : : 5 ¥ oe j > ae ila or “a : ; eee r= Ee eee 5 aed a ae ae 
sd spines a ‘ 
ee | 
yi | 
ey es 
Pie Fe ch eg 
oe a 
aoe 
ed Fie 
2 ficnaie 
ee 
Beck 
See a 
ok, oon 
et af Pg 
ee ' 
om ee ee 
* oe Ge 
ream, 
= ie mets 
Pree tes." be dy 
eis ee en 4 
es wi oy 
Rh one 
i ore ee 
shaaeeioes 
2 ee 
ee 
age : 
pao % 
A cas 
meee 
gma 
gees gener 
. it 
1S Tar: - 2 * 
nN a 
pes 8 
je 
5: 
, i aE 
ee ae 
Pi ee 
Sa lone ! 
nt P. eid : if 
Pk 
Sum. 7 fer: ha } 
ere RT ay 
<a ae z d 
ee «| ee 
fe ae 
Osi 
te, os 
Pari | 
aaa 
A aT oe 
eee 
Fee 5 i | 
oy dey a 
se aes 
Piet 
ae ty 
e ORR RI RR RAL AREER ENT AST SAA SS NE NE EIEN ILL IMPEDES ES LIN SALT EOD 2 EAT 
SR 
‘esa ie 
Feiler 
a ies oe 
oasis Rete eid 
ee Oe Me 
eect go 
Ble ce 
Hs eae ? 
\ ; | 
eo ac 
poe ras 
eS 's ES) 
. Bois: ry GN 
bi 2 mene 
Pees j ees SS } 
2 se . 7 BP a POE ee Cae } 
¥ eS artis. eee ee as - === i 
6 el ro : D 
oy ee y 
\ 
nO eas 
Pn Onan 
ag ae 
oe 
abet it ro | 
at ve ‘ 
7 
f 
e 
- 
a? 
4 iis 
ga 
a. 
es re 
Kee”; - 
ee” sam j 
Ore. + 
Tee lari 
ce ae 
a 
14 .. 7 
: j 
ope ce ee ae 
a peice: ee Stace 9 eg} ll” 5 ea Me alten Ret Ae a intake ae Ke a apeh acai enim aoe See cae Oe er aie de coe ecg i eames SPREE SG)\ Se os a Oe One aie ee 
Badge! cig: nearer LR 5 sex? PES age ras IE etc TS cn IO SOP Waa aap 4 aes | gee iE) oh ec LS a ee yo i Spe Raita ae alae eens: ; Bs BY go ke ee an ae ie de peer eer ie 
Pane 3 hoa ae ee 2 lanes ak Bie ah ara ee EET ep ee Oh cokes bee om le a Pea ‘ Wilener fot 2 ae Roi bees ae Cee cee aa a | alge i ee Cee es i Mae ME ine Ser fs ee 
e ae Spose-o ies ; Cait oe at eae Meee ae laine ge aoe ae “anaes : Poa a. tie Te ee lt ie heater ae, 2» TCs Re a ag es A tl ae oo ee, Sewer es baa ~ 
; ane i Es cat eee Se tase ee lea! ak 40 Saha te ate EY a ee tence: J eer : ere ee ae eee a on Oar eae ee Fae =? 
. 2 ama = | es ea ee ee OS - a % ee. el . cose 3 Rare, ge Se ae Sig tly ek nh nee ae ee Oi a‘ eS IIB a a TO cata Ney a alg, a Ro ee <u = 


30. The Times is due to begin pub- 


"| Catalog Payments Deferred 0.” 
ae Perlmuter Printing Co., Cleve-| ishing July 7. 
y land, producer of catalogs and di- 
 |rect mail material, is offering its) NAAN Adds Two Members That’s What 
‘ 


oJ fans 
" 


a 


customers a deferred payment} The National Advertising Agen- 


 j|plan on catalogs and other selling 


aids it produces as an anti-reces- 
sion measure. The company’s CTP 
plan (catalog time purchase) re- 
quires no money down so that the 
entire cost can be met by the cus- 
tomer’s subsequent sales. 


cy Network has elected two agen- 
cies to membership. They are 
Fred M. Randall Co., Detroit, and 
Sykes Advertising Inc., Pittsburgh. | 
The double election brings the 
NAAN roll to 30 member agencies 
operating in 33 cities in the U. S. 


The Sporting News 


National Baseball Weekly —St. Louis, Mo. 


Published Weekly Since 1886 —70 Continuous Years 


and three in Canada. 


‘Thomasville Times’ to Bow 
The morning Enterprise, High 
Point, N. C., daily, has purchased 


the semi-weekly Tribune, Thomas- 
Prendergast Berthelson Warren Veth ville, N. C., from H. A. Cecil and 


NEW GROUP—Officers of the new New Orleans Radio Broadcasters |y A. Cecil Jr. and will publish 
Assn. are Frank Warren, WSMB, president; Fred Berthelson, WTIX, | a new Thomasville weekday morn- 
vp; Ed Prendergast, WBOK, treasurer, and John Vath, WWL, |ing paper, the Times. The Trib- 

director-at-large. bune’s transfer takes place June 


Yule Buyers Can 
Get Forester in 


B® Wrapor Decanter 


Brown-Forman ‘57 Sales 
Rose $6,000,000; Net 
Off Slightly, Report Says 


LOUISVILLE, June 24—Brown- 
Forman Distillers Corp. will mar- 
ket its Old Forester bonded bour- 
bon, this coming Christmas, in both 
a new Loewy-designed decanter 
and in gift-wrapped packages. 

Announcement of this was 
made in the company’s 1958 an- 
nual report released today. The 
report says market research 
shows that the Old Forester de- 
canter in 1957, while of a con- 
troversial design, “was the top 
volume decanter in the market 
for Christmas, 1957.” 

Sales of $91,476,223 and net 
profits of $2,423,299 were reported 
for the company for the fiscal year 
ended April 30, 1958. Comparable 
figures for fiscal 1957 were $97,- 
387,577 and $2,529,664. 

During the past fiscal year, the 
report notes, the company has 
consolidated operations of three 
companies that it acquired during 
the previous fiscal year, namely, 
the Jack Daniel Distillery, Lynch- 
Burg, Tenn.; Jos. Garneau Co., 
New York importer, and the Erv- 
en Lucas Bols Distilling Co., 

| Louisville, which has exclusive 
| distribution and production rights 
for the Bols line of liqueurs. 


ABEMARK 


Why buy a jingle 
when you S buy a TARBIikeK 


Geen TRADEMARKS, INC., 136 W. 62 ST., N.Y. 19, N. Y., JU 2-8820 


= “We are confident,” W. L. Lyons 
Brown, chairman, and George Gar- 
vin Brown, president, say in their | 
joint letter to stockholders, that the 
“review and evaluation of the com- 
pany’s operations, and the resultant 
changes . . . will assure a sound 
basis for the continued growth, 
expansion and economic well-be- 
— ing of Brown-Forman Distillers 
| Corp. for the future.” # 


See 


Offers Fashion Supplement 
The Men’s & Boys’ Wear Inter- 
{ Industry Council, New York, is 
offering its annual fall fashion 
supplement to newspapers across 
the country. A 44-photograph kit 
is offered free as an inducement 
for papers to carry men’s and boys’ 
fashion news editorially. The kit 
is supplied on an “exclusive to 
one newspaper in a city” basis. 
Inquiries can be addressed to the 
council’s offices at 16 W. 46th St. 


WCCO RADIO DELIVERS... More Adult Listeners than all other Minneapolis-St. Paul stations combined!+ More Market: 
1,008,000 radio families in 114 basic area counties of Minnesota, Wisconsin, Iowa and South Dakota. More Acceptance 
through vitality of modern programing for the audience you want to reach. Call or write for full facts. 


*Nothing sells like acceptance . . WC Cc © Fe a d io 


Minneapolis-St. Paul. The 50,000 -Watt Giant 
In tune with the great Northwest 
Represented by CBS Radio Spot Sales 


McElroy Leaves E. H. Weiss 

John P. McElroy has resigned 
as vp and account supervisor of 
Edward H. Weiss & Co., Chicago. 
Mr. McElroy joined the agency 
last year as a member of the plans 
board and supervisor of the Carl- 
ing Brewing Co., James B. Beam 
Distilling Co. and the American 
National Bank accounts, 


{ Nielsen Station Index, Mar. Apr., 1958 / Station Total, 6:00 AM- Midnight, Mon, Fri, 
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Mr. Benedito demonstrates Eveready flashlight parts and 
other items which are molded of high-density polyethy- 
lene possessing rigidity and high impact strength. Bake- 
lite’s business magazine advertising is searching out new 
applications for this material today. 
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“ADVERTISING 
HELPS US UNCOVER 
NEW MARKETS’ 


x : , Bs : eS Sia Sa AG ch 8 ee a ke Sas 


‘In the fast-growing plastics field, new materials are always being devel- 
oped,” says John D. Benedito, Sales Vice President of Bakelite Company, 
Division of Union Carbide Corporation. 

‘Advertising in business magazines puts new materials as well as pres- 
ent products before important markets at low cost. Our new high-density 
polyethylene, for example, offers advantages not previously available in 
other materials. This story must be gotten out to industry at large where 
it can stimulate thinking on new applications.” 


IF WHAT YOU MAKE OR SELL is bought by business and 
industry, you can “‘mechanize” your selling by concentrating your adver- 
tising in one or more of the McGraw-Hill magazines serving your mar- 
kets. Through “mechanized selling,’’ you contact a greater number of 
prospects, create interest and preference for your products. 


McGRAW-HILL PUBLICATIONS 


ABD McGraw-Hill Publishing Company, Incorporated 
330 West 42nd Street, New York 36, N.Y. 


& 

* 

a) 
° 


6 STEPS TO 
SUCCESSFUL ese 
SELLING 


ah a a “ye Ys Pee Re : Bah reat i tg 9 ; ( : new Bid! el be + 8 ¥ Be ig 
Prey fa ie 3 E ¥ ° jee ee \ in ee aes ‘ 0 a \ ae S es * eR he, © 4 Seer at a er by ~e 
sabaaea ag tae ii ae = in , eral oy g re ee Vee. x fee a jcateacal Bs ne bait = es Ee me eet Le ‘ 
oe Be eS shia «Ailes ere et ee ee oy ; selcarorsiy, 2 | eee ce ae eee Mears Fase Bie te c 
1 Th eee 3 ; ’ : 
_— — : 
| 7 
} 
2 ae ‘ : 3 : 
12 ; ig sme ees 4 
y ne : 5 a 4 Gee +e st ne = me 
i Loa Beer ai mee ete ene foot saat = a BS a9 
ee ae ee sy ee fo ae = 
2 ss Doers eS eae RS ah St MAE: ae. ee ae ae 
a ‘ fe a By a 5 Medes oe eighties Siege omert, s es eth Ie cote 
erp er . is aera jc EE a CR eee, Oe aR DSF oy S & eta 5 ane daa . eae, 
OO a ee RR ea ae. 
ie eee ee ok ae 4 & eae cr a ee a a <j Oa x aes ia : a 
i a oe ey ay Sacer Sy ‘ . mere; js t fe Mes 6) fs 
oo eam ee et ee tk aes pad cea’ mage © % eel aa Pee: 
oe ape eae AU aE ai oes te ae coe ae ‘ “ns = , = . ; ct Pe. a 
ie 3° a ees See fe en ‘ ws . ey : cs Saas e 
f be ns ae as 4s BE ey pes : x ms ” Pe . 
» A CRN: Hae i Ay <7 ae je At a era + 
See. eS a eh, TN CRETE ep ae 
So Gee: Sea See eo ee i te 
3 eal peontals a ae PE + Gs Oe ae eons are Mae eens ees a 
‘Bere a | aa ee ee a Fo ood 7 Spe No 
< fF Sag aT # oh ree “ul lp = A RN iY TP Oe Wega ace" ee) ewe) ei. © 
Sn eee ae 1 ee au ee yee ae eee 
ra ae eae Sein aie pi aa ome roe? SES ie: 
5 xe ee = 4 BS Say" ene = ase wes ® We * ae ae 
cae. ay ‘Tieaernala! ieee ee: ‘ WTO: A lap rg 5 5 ekg ; fF 
pis aa ben ae ai mn ge. So MC ME ny iiiele 
ia BS bee ea a, a ee ane i oN Sta F regain. 
a > ane Cie PSE “ae eS ee : 4. 
aes ee - fe er en 2 eee Saag ee pein lee) 
ee ros c ie ae ota oe Laeeameri % poke, ye Lee ete EG ei au 
\ eae “4 ; reed uy. Seem Mees ram a Ths Peet eas ah 
Ry ie: ae cig ee hae ; cra. sare ae Se ost eee 
es les st meg Sha ete tee ee Bae Eee San er 
Oe 2 Seta as ae a wa Bait “pee j ( 2 
ee ey ee on nee aia ie a 
“4 on aa ‘sia : ae By : Pn st 
ey a 3 - aes ee 
a ‘3 a ea : ee: Ba Se 
i a : eee wis ; q * Cee 
oe seg Seber kasther "28 Vase 9 ez im Se 
aa} aa a ‘ : a oi 3s ek 
; ne ae a, eared a) ae 
mes ge ay ad : a SPs hes ee can + ee 
A eee, Cae ee. F oo Sap peigotes . CL 
ae: ee ome Te eo Gee ae: te ek 
S a ae gf 2 et eae ae ye ni oe, ar com 
a we fe '- DE ag LO a oS ia cane 3 
ee: be : ee 6 x Sein “a (iS Poe re 
4 ze he we ee : ey ie ae fe 
en eee F - re. I 
oe , ae ey Re ¢ a ia 
= * si he : be, a ae = 
cei, of 3 ipa io ; Grameen te 
ete P SU ‘ ei Spee ‘ POR S11 ei 
aay | a i. “ Pe cleats 
ee : ; ‘ acs ee ae kee 
ae Se ; oe Se ee ee te EA a eee 
a oe oe RR LETS ec ian ee 
2 ae aie a , : * or. Reta ie seer = 
ow acne ba neg B es tg ms te Bs Rag ee ee % ‘pos HT x 
aes ae Mo eee +‘ % rage: . So Sh - avg En eo oR SOA sta ee” parte a 
xs a at ? " ks ‘ hig Se . 2 fy sha ee ey ol earnest eur hes 
Re ea . Em ey ee Ne ep IR er PF: ee Paes ea 
we tees es . = : eRe she "3 Se Lee. 8 er Sh: ieee a 
F fe es Ty ae cen a a Cs ee cal ee na a Ree aR peed ee ‘> See a 
OR ieee ee cree ra ieee a We oY eee ae a sre I ae aa 
, (Ree aaie 8 ta ee Sie Wicca tert au Ss at Peer es RR eae ey Mae ea oe ee = 
Bx a a ea Soe Ce A ich SOP een Ss CF aie ee tae Pre cl hate tatu cnaaere - Pa. oa 
Ce eee eee PR i sim ee 
; sis a SEE ead steaks th, Recta ae ee SS I eg ne Pe eC re OMe ee he a pyar 
we eee ae ae oe ae SiS gil a Cee Sih P Bc at Was pee ere 
~ % ay, ae = ae bis Bape ica. he A Te be a) he : J a ag 
is ” aa ; " Pena 
ae} - . - iS a Pec 4 : Po a a 5 — i ha e wie eas Ya 
ue oe : ee. : ea ae ape 2 ie aaa a: Lee 
: a is = ee te es 3 ee, aie re eon an ees - ae 
oe : shee ate Se seas 
F ia ee . oe mate, npc Sea. aS see 
i RR en cS atk ll ag Ripe cary ee nea é Rate 
z ai ei te oc ea whe x 3 oe : ; is.) ees 
i sia Mi eee: Pe Res a Ne a eee 
Pa ; eames, Cae ‘sama j seis me gee 
i : ae eee i ee eee ON RE ees. Sera oe ata ot ieee es 
Pa cat a ee ee tetas Oedi> al Yaa aes ie % ah es : be bg : 
ae Pe a ee, Se le ea ese ve RT ae ee Veer sal ie Resin ao 5 ieee ee 
: age rr geen OS Seni, Os ees i lie * eae ee lect 
fei) aso ela ‘ igs Y hae , oe Se ee ee ea Re eke 
SS A ete et “ Ps ‘i oie oe ee S ie Ee. eer: mew gy ee ii ‘STE 
ki 4 Page a ees ical. aieseti emine ig vali oa eae oP BERT ey Pe een 
Ba gi CO, te Doe a, Bea aa, ete ha a. {ae 
ee boy " ye P i ete ’ : t re Hil 
ase ‘pea: yi kam Fo 4 ; a ae: ‘ : Re ass re seen 
ak) > Ries raw ree ea rg agit ny ae wees ? bi iis eed aS sat 
4) ae Sab) as ia ae bane < Se aN oas ech Rate at tei IS ee ae 
aah, Ser, rs By tenance ac uaere se aoe Bay be : } ry CoS a: 
ee . pees: 1 ae : aK Ma am x ete orton Nae a ease 
et = soho i. Soa ieee = we gun ee ae : we oe EP wasn = ma ee 
% del Ale era ee | a Saas ie IR acc Sine oy ecacor ee eis. SE aa ia aca reimaa a <i ae i ae we 
ae ee eee Te Se aE 
j ee = len Freeh aaa cm Sy aed Ea one Cy. pe Ne a Ce SER RO. ee aan - ee moat de a 
: °) ge eee Das: Ce. See ee he a seo) Ce er ig tir ce te 
Z ae oie Dee ee ae. cai. Cn ore, eer a ris kaa oe; ee : 
a ee een eg ee ter Feat fe eae alee Meets. Le ae ¥ rag 
e errs 0 2 ae rie ae hii Seeraanteenn ONDER ses taese = =a Haene 3 x Riedy n\n <A On Go We se 
SR cy ci cl ge a Mare ce oladlne  > ao ee ie 
vere: | RR ee eye a ae Sires 4 tial Bis ane Ce take “ag a ? ; 
‘—  Seaeetae A en ge ; aes aap 
~ oes ~ Sa ; "2 he Bre Rose , 53 
fr des 5 ret P ie GS tet oie E 
+ a gle Piste in so fer 
] ; cal : ‘ si mee 3 see a eet: 
Si waSTs ae. ee PT ee eae ra 
os os = cae 3 i bi ’ 
| Be . ' ‘ e Ps 
é } ss ery one - =: a tia % ule 
ea o 4 Be i ae aa : 
Pala 2 r ee aes ate , ee 
? ae ins St eam: Sam eC am - rt etn ae 
2 ; Rey Sa ee eS a = Mee: aes 
’ hy e eran a ie tallies : 7“ : 2 Sed : 
Ge aimeibte SMe tay rey 3 ous siariee 4 Vee ar 
eee 2. teas oR ae ee, eed eee “age ‘ ect A kas De ee 
: es 2 aaa ge 2 : SMa bet _ = ‘isu, pik ts eee by oe 
. a ae Gh aa : i arson ati: oe Ree ETE Ces 2 se aeate 
wi i Sine: iil ee ee “oe 
: ee ae — a se i 
5 i “0 aie LD or 4 ee - - fs a" 
’ re St ee S rte ee ; . (aes 6 ea 
‘ area” gti cr i See te 
' eM eee ea he oe ae i Ai, oe 
t TE ancien ates Seas tetas ALE : aera a NS 
ia QMBRG? Mery ape eaten pesca eel Ty Ble a . 2 s ar: hit 
ra ee se eee Sey ee : ; eee 
‘ Ree. RS ae Ae eee ie cde “a eee r ee 
1 eee s ogee rea eis lai Ge a j , ee : 2 ies 
x Ee Gs oy be Bas A ; ae 2 ee ae, ¢ 3 Als 
a = ios ee Peg Ft yt akon ies =e 4 ie Piety 
: - a cc. on ee epee ean a a ¥ Ea Bete he 
i ee eee a "Keep ia 
a. -_ Pa, beep Poe aa ea : Ms oe ; m : , Ly 
ere Senien aut iene coe 5 ROLLS 4 pierre res 7 
ccd ail P ‘ mR f Be. Fae we 
; poet sy be rats — INTEREST 2 aed rip ? 
a 1 pee oe ee P etter Tee oe ta oes rer ay ae 
a ts Bi 
: - oe lag . HE «MORE ADVERTISING HERE Be 
: oa oR (OBS ases ern Taiete e TER a ae bi sh Slats 
te ea ee 5 Pe a ek oa Caer a oe 
ies ae BO ere ' eS eee 
‘ ; a iB. Baers fla ana * ag Seles ~~ eee sie, sent ae nl 
Phe, nr Bae ae a ee | 
i se ne 3 a phe / a eae. ort rue ‘3 
} ai Se ; WE ee oS Se 
| a Vie re ; Wee hy es ao 
5 ess OS \ gl Se SN ay ge ict) OY pare eel ee ae (Ege kimee a 3 
F * 2. Sa Se Me § i 2" ~ aE aOews ae 5 ee en ag ale os fee See 
: . 3 ayia =i aes ae po Ca ae ees ue 3S SS eee 
ee cogs.) ae RS ke SS - ees fete ge. " 
eS aa hae aes pte ee a a rae. oe ors said dec i 
‘ eee vt cada: 3 line Sol ar Si A i, oe ci ‘ea ener Ba ae re Pies ok 2a 
Poe Seem: =u 2 aes Weary et ae ae Seer ee Ser Eee, a ake re iy eae 
a RMS | Ae RR: Be ce Ne rmate Re: 7 ee te det Dare eS oo Sg deg irk come 
BR re eee ate ahora Maly RS, cle SMM Cgea , aenRt peatne BAe rl a Rt eC ae eg a) Sh atl aa 
- ee 6 Seakee ane xa bias me Le Ba ue ee re eee. ca Sin: wake ane € a ae a tea 
i ies 5 ie ere Re We Nee, eee oe ~ : ——rn ; Poa at eae 
a a ee Ci eanp ecient natalie ie ob: iets Sa cama lata ag ih pet ani: oe 
paneer Se re Sarees — Saas: emanate a TRESS ME ae i: ca a. 
aod i, ae 7 ae . pal i Ronee 
i ple saloon wa : . , . Ee are 
J . — Bee’ 5 th Biped > : : { pfeeren ee ae 
@ : aE Sas ee A oe ee ee ae a 
can eines = eke SRS Tne a —— es 
tot 2 wee aa ES, Senate 
m MS oa Wr Risa rs _ MOS fh oe 
? “DS eee ne mers ir 7 r fie pe ap. eg 
Re eee: ee ee 2 eae emg 
#4 eer ee a ie ‘ wom ietnie |. 
ee ees 
. . SS allied Sheet 
. Me SS 
q wees é ° Pane yee 
t Di es Ps * . en 3 
; ees Lonel a oe edna Re eR ROT yd big és ey ae 
; : nha, CAN ii ng a 1 ice Birr Se a er * a aber gi * te 
Sry; poe ete pe ed a7 anes 53 epg VE a tepae a aes eg as tees A 7 a z ae 
7 ‘ae Ss, Sah, nasa ieee ae eee : ae A) Ta shinee 7s ore cag ‘aGaaaeaied > ae a ki ee 
ae te ee ee ee ee a ee a, 
ae er fem Caine coke = alleen ex alhees OR el bie ei er oo = aa amc a4 
‘ Be earns 2 eR BR ae ae Lae ee ger rales eae ote Ei eevee Maegammers tse eer cia ia 
Fe | ai Pet ee Yee CE aie eae Pa = ae ay ae kept. ae § 
soitter | aco He he ee allen oe ages: De OT ee : oe Ss ae 
Se pe a eee Ts ee one mn p> oh age 
3 oF ore ee yiae tie 8 ee 
{ : 
Ms sess ty 
= ee & 
wb ; ty Net Pasian rece Peel fae eS gd reo ee Sees See Lo eae owe, Te SOR EEL wee Tet Se see fe aoeale 
ge csi emma Oe ane neo? rr ey ea) uo ey eee tele top igh Syl Medea irra wth mar en cei |e aman aaiema maa aii SI oye Nah geet ae aun as, Racer Oat le eee 
: ¢ F ee Gs MANN gfuenh area Fim IOAN ba abet = hae Pegi a ee Si ean ee eM coil oie ete ah eae Naat baie en vas oe. CSC RaGtenigan ee ry aie tae goa UM Ne Be ements, 2) Rogaceeris & e:.' 8h ape rem Bae coe gy ars aha Sy Saver ree mere Os nee ee Tire Aer ee 
FE i ihe ee Pn Sn Ee aren eee eh Te Nee Say ee ae. agian NE a Reve Be oe, 
Nh ey is Oa ee ee ot Ee oe, en gree e aliens Pere ee ert saat ack feet (ot aie ae sy MEU ge Pe a er ee Lanter Y uk pica ee Kan i Haig vs Cone Bae SO ee pa ON ioe ays. tp TRAM et iano alert, 83°. Se sae 
Tt ete Conca ee ete aie Ie Mn Fee IL ame iar Are eal is ULI, sie evanrs Gur ame ghee Sane eat cat aes Ge rer ae, Pes eso PES ee oak ENS pine EECA DY a Ya ieee oe ot ee er the Aid cate Recep ihe Bae OSs eae oc eh AP ieee Pe tb iy Sane 
slay ooh ee Xe gence ey, ps age ‘ae aa ee pin ep ce te ater tl Se eee ee cy oe ere Ses San peaenaed! cy eles eine gk Behe caer Neh ie me MN a RI, Feet AGN ies Seat ae ene Ae a Ay ris 
be te lye Ob oh eC in tne ve ee eraaken Caetne ds “ime Sila ies 0  Crelepierieiirainnnlilie: De NUE aces isdn ae Salwar AD PN at Near ca tle Napa te «acetal ele pee Pits oie ee Seer =, a = 2 dieleen 2 - x a 
ae Sle ian ee Pasties ge ce sce aatae alg roe zak maar Me REY Glee iM. iG TN ar ame, ear de eur TOV AG cache Speernn' Waeagay Pec teal e209 37? ee Pn ae ee | Se ee a eS ‘ta ~~ we 


40 


Account Shifts 
in Nature of Ad 
Business: Weiss 


(Continued from Page 2) 
Sidney R. Bernstein, editorial di- 
rector of ADVERTISING AGE. Milton 
H. Schwartz, a vp of FC&B, is the 
division chairman, and Maurice 
Bronner of Olian & Bronner was 
chairman of arrangements. 

The panel fielded questions from 
the audience. Some of the ques- 
tions and answers went like this: 

Why does an account leave a 
shop which has served the client 
well? 


e Mr. Weiss: This is a highly com- 
petitive business. All accounts 
must go sometime or other. I take 
it for granted that this is the na- 
ture of the business. 


e Mr. Frank: A lot of clients look 
for magic formulas. They expect 
miracles from the agency. When 
they don’t get them they often turn 
to a new agency seeking a solution 
to problems which often are not 
related to advertising. When busi- 
ness is good, an agency can make 
a few mistakes and have them 
overlooked. It is another matter 
when business is bad. 


e Mr. Baker: The small agency is 
in an especially bad spot. We build 
up the client or the product and 
then the larger agency moves in 
and tries to take it. The only ac- 
counts we have ever lost are those 
we lost to bigger agencies or when 
our smaller accounts have merged 
with the larger companies and 
there is a change of management. 


How do you explain to your cli- 
ents why you lost an account: 


e Mr. Koretz: We simply say they 
fired us. 


e Mr. Bernstein: You can’t alibi 
losing an account. You can’t ex- 
plain publicly why two people in 
a marriage can’t get along. 


e Mr. Weiss: Procter & Gamble 
has never fired an agency. If some- 
thing goes wrong, the copy gets 
weak or whatever problem may 
arise, they go to the agency and 
work out the problem with the 
staff. They work closely and help- 
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and Moorhead Daily News 


fully with their agencies, which 
may account for the success of 
Procter & Gamble. 


s Concerning the agencies’ public 
relations problems, Mr. Bernstein 
made the following remarks: 
“The advertising business does 
have a serious public relations 
problem, especially with the cli- 
ents, the people who pay the bills. 
One of the problems is that the so- 
called hard-headed business man 
doesn’t see us as business people 


at all. Since ours is a creative 
business, perhaps that is inevitable. 

“I think the commission system 
has a lot to do with our trouble. 
A business man hires a lawyer be- 
cause the lawyer is an expert in 
his field. The client respects his 
judgment and is guided by his 
counsel. In our business, every- 
body thinks he is an expert. If we 
were paid as lawyers and account- 
ants are paid, we would gain status 
and perhaps command more re- 
spect from our clients.” + 


Haire Boosts Heyward, Lande 
Haire Publishing Co., New York, 
has named Richard J. Heyward 
publication manager of Infants’ & 
Children’s Review. He succeeds 
Oscar Lande, who has been pro- 
moted to assistant to the president. 


Frazer Joins Parry 

Edmund James Frazer will join 
David Parry & Associates, Los An- 
geles, as an account executive in 
September. He is a former presi- 
dent of National Transitads Inc. 
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Sullivan to Campbell-Ewald 

Edward F. Sullivan, formerly 
with McCann-Erickson, has joined 
the staff of Campbell-Ewald Co., 
Detroit, as an account executive in 
the service management depart- 
ment. 


Lon Harriman to Gardner 

Lon Harriman, formerly with 
McGraw-Hill Publishing Co., has 
joined Ralph D. Gardner Adver- 
tising, New York, as an account 
executive. 


YOUR ADVERTISING CAN HAVE MORE 


Ever GET THE FEELING that rigid costs, frequencies and circu- 
lation patterns are handcuffing your advertising power? 


Use The Wall Street Journal and learn what advertising 
freedom can really do for you. Just turn your idea people loose 


on advantages like these: 


You may change headline, text, product illustration or dealer 
and sales office listings edition by edition in the four major mar- 
keting regions. You can give special emphasis to areas which y 
need stronger support. Region by region you can harness your 
advertising to geographical or seasonal buying habits. You may 


even cafry out a national test with lightning speed . . . and be 


able to analyze the impressive results within a couple of days. 


It’s so easy . . . and so practical .. . and so economical to 


plan advertising your way—in The Wall Street Journal. 


YOU CAN GET IT WITH 
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Halpern Joins Breen & Ward 

Ariel Halpern, advertising and 
marketing student at the Tuck 
business administration school, 
Dartmouth, and business manager 
of WDCR, the college’s radio sta- 
tion, has joined the sales staff of 
Breen & Ward, New York, adver- 
tising representative, for the sum- 
mer. He is the first student to be 
given such training in a new 
Breen & Ward program to develop 
a source of trained sales and man- 
agement personnel. 


‘Mobile Living’ Sold 

The National Assn. of Trailer 
Owners, Sarasota, Fla., an organi- 
zation which offers services to mo- 
bile home owners comparable to 
those offered motorists by various 
automobile clubs and associations, 
has purchased Mobile Living, 
monthly magazine, from the Mo- 
|bilehome Dealers National Assn. 
| Mobile Living will be combined 
|with another NATO publication, 
Mobilehome Owner, and published 


International Ad 
Field Unsurprised 
at Demise of Al 


(Continued from Page 2) 
continue to operate under Mr. 
Monk’s direction. 


s Last week, less than six months 
after its launching, AI reached the 
end of the trail (AA, June 23). An 


under the latter name in Sarasota.| announcement put out in London, 


on an AI Monte Carlo letterhead, 
said the agency was closing down 
because of the “serious illness” of 
Mr. Akers. 

The plush Picadilly offices Mr. 
Akers had taken for AI in London 
were shuttered. Ernest Budd, man- 
aging director of this office, said 
there is a possibility that the 
Stockholm, Milan and Brussels 
agencies may continue under local 
managements. He also indicated 
that he will try to keep together 
the dozen or more people who had 
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been hired to staff the London of- 
fice. 

Meanwhile, Lynn Akers was re- 
ported to be traveling on the Eur- 
opean continent and unavailable 
for comment. 

Mr. Akers, who enlisted in the 
Canadian Army in 1939 when he 
was 19 years old, suffered a head 
injury during a bombing in London 
in 1941. He was discharged with 
a 20% disability. 

He told AA last month that x- 
rays taken recently in Germany re- 
vealed a dormant tumor at the 
base of his brain. Doctors advised 
him to cut down sharply on his 
activities, he said. 

Mr. Akers told AA in January 
that he had spent $500,000 getting 
AI started. # 


Vogel Joins Mitchell 

Erwin Vogel, who broke into 
advertising by winning an ad con- 
test on last year’s Galen Drake tv 
show, has joined Philip Mitchell 
& Sons, New York manufacturer of 
plastic handbags and novelties, as 
head of the company’s new adver- 
tising department. 


JEFF'S 
COLLIE 


q 


F 
ay re 


Lassie will help you get a big 
profit bite out of your market 
locally, as JEFF'S COLLIE, just 
as she has done for her network 
sponsors. There Lassie trounc- 
ed every program series placed 
against it, regardiess of what 
it was... quiz...comedy.,.drama 

. adventure . . . live or film. 
Lassie always won out. In fact, 
Lassie’s share of the total au- 
dience usually equalled the share 
of all the other regular net- 
work series placed in opposi- 
tion — put together! Already 
JEFF'S COLLIE has been signed 
up for New York, Chicago, Los 


Atlanta, Dallas, New Orleans, 
Houston, Boston, Salt Lake City, 
Miami and over 100 markets. For 
your own market, phone or wire 
collect Michael M. Sillerman, 
Television Programs of America, 
Inc., 488 Madison Ave., N. Y. 22, 
PLaza 5-2100. 


Angeles, Philadelphia, Detroit, __ 
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PHOTOGRAPHIC REVIEW 
OF THE WEEK 


Shappell Henke Jimison Blackwell Grossfeld 
SILVER—Past presidents of the Advertising Execu- 
tives Club of Chicago receive silver dollars in honor 
of the coming 25th anniversary of the club. Shown 
here are Gerald Shappell, Sealy Inc., 1957-58; Hen- 
ry Henke, Harper-Wyman Co., 1951; W. A. Jimison, 
Borden Co., 1940, 1945, 1952; Eugene Blackwell, 


Drake Keithly Heffley DeMark 
American Weekly, 1955; Edward A. Grossfeld, 
Grossfeld & Staff, 1938; Richard Drake, R. S. Drake, 
Comptometer Corp., 1944; James Keithly, J. Walter 
Thompson Co., 1943; Earle F. Heffley, 1950, and 
Richard DeMark, 1956, both of Lumbermen’s Mutual 
Casualty Co. 


Smith Hill Regan 
ACTIVE—The San Francisco Advertising Club’s five-day advertising 
workshop for elementary and secondary school teachers is discussed 
here by Hugh Smith, vp of Outdoor Advertising Inc.; Robert G. Hill, 
ad manager of Columbia-Geneva Steel, and Dr. William Regan, San 
Francisco State College professor and director of the workshop. 
The workshop is designed to give the teachers an insight on how 

advertising works and its contribution to our economy. 


Rosenberg Garter Crawford Carrano 


TopPpers—New officers of the Assn. of Newspaper Classified Adver- 
tising Managers are Eldred R. Garter, Madison (Wis.) Newspapers, 
president; Leland Hover, Phoenix Republic & Gazette, 1st vp; Ralph 
Rosenberg, Tacoma News Tribune, 3rd vp; Philip D. Crawford, Buf- 
falo Courier-Express, treasurer, and Alfred J. Carrano, Bridgeport 
Telegram & Post, secretary. (See story on Page 16.) 


Hover 


BENDER—Flex-Straw Co. Interna- 
tional, Santa Monica, features 
“fun” in a campaign introducing 
the product in eight additional 
markets. Shown here is a still from 
a tv spot. Neale Advertising Asso- 
ciates, Los Angeles, is the agency. 


Pace Bond 
APPROPRIATE—William Pace, Caldwell-Larkin, Sidener & Van Riper, 
chosen Man in the Grey Flannel Suit for 1958 by the Central Indiana 
chapter of the National Industrial Advertisers Assn., receives his suit 
from George Bond, Howard W. Sams Co., Indianapolis publisher, 
chapter president, and Robert Cummins, P. R. Mallory & Co., award 

committee chairman. 


Cummins 


Heller 


Jamison 


Vaughan Weil 


WINNERS—Accepting plaques in the ad contest held by the Peoria, 

Ill., Advertising & Selling Club are Robert Jamison, president of 

the Peoria board of education (Agency: Thompson Advertising) ; 

Howard A. Heller, Howard A. Heller’s Men’s Shop (Direct Mail As- 

sociates) ; Dave Vaughan, part-owner of Showboat, a nightclub (Ross 

Advertising), and Joseph A. Weil, advertising manager, Producer’s 
Dairy (Mace Advertising Agency). 


STAND UP—Four Roses Distillers Co. 


Ferguson Nelson Stott Thieriot 
ON BOARD—The old sailing vessel, Balclutha, was the scene of a 
cocktail party, part of the San Francisco Chronicle’s 10th June tour. 
Shown here are Charles deYoung Thieriot, Chronicle publisher; J. L. 
Ferguson, Sawyer-Ferguson-Walker Co.; Albin Nelson, Colgate- 
Palmolive Co., New York, and Herb Stott, Lennen & Newell, New 
York. 


is using Lion Match Co.’s Eez-1 

book matches as a promotion gim- 

mick. The books carry a coupon 

on the inside for membership in 
the “Four Roses Club.” 


Hale Curlin Kelly Baver 


FUN DAY—At the annual Cinciama, Cincinnati rep party, were Gordon Hale, Living for 
Young Homemakers; Lee Curlin, Benton & Bowles; John Kelly, Mumm, Mullay & 
Nichols; Fred Bauer, McCall’s, vice-chairman of the event; Bill Ford, Hugo Wagenseil 


Setear Young Hahn Schulte 


Moriarty 
& Associates; John Setear, Leo Burnett Co.; Gordon Young, Procter & Gamble; John 
Hahn, Parents’ Magazine; Stanley Schulte, Baer, Kemble & Spicer; Bill Moriarty, For- 
tune, chairman; Don Kemper, Don Kemper Co., and Dave Berliner, Mack Shirt Co. 


Kemper Berliner 
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... or “how frequent” is the best frequency for a business magazine? 
What happened to Chemical Engineering, for instance, this year when 
it went from a monthly to 26 times a year? 


Readers approve 18 to 1. Their written comments during January ran 
70% in favor ... personal interviews by Daniel Starch in the same 
month showed 68% in favor of the new frequency. By February and 
March, written comments were running 18 to 1 in favor of the new Chem- 
ical Engineering. 


They read it more thoroughly. In the first three months of 1958, surveys 
to determine reader interest in editorial material brought average 
scores 13.8% higher than in the prior three months. 


They spend more time with your ads. Ads rated by Starch in the Janu- 
ary 1958 issues brought “noted” scores which averaged 13.2% higher 
...and “read most” scores averaging a startling 36.2% higher than 
in January 1957. 


Published every other monday for Chemical Engineers in all functions 


They follow up more leads more often. Even though the total number 
of reader service items in both January 1958 issues was only 15% 
higher, inquiries received jumped 46% over the January 1957 total. 


They get a better product. Of course, we improved the “product”. We 
gave our readers more editorial content, including three new depart- 
ments. We dug deeper into basic areas like petroleum technology. So 
no matter how you measure it, 26 is a whale of a lot bigger than 12. 
Especially for you. 


10 “Availabilities" still left for 1958! 

Now Chemical Engineering gives you more opportunities to capitalize 
on the upturn during the last 6 months of this year! Now you can make 
hay with your early year budget cuts by investing these premium dollars 
when the market psychology is with you ... hit hard with high frequency 
for a strong comeback in the 4th quarter, and be out ahead at the turn 
of important 1959. For CE’s new higher frequency gives you new flex- 
ibility to put to work your way, to suit your sales strategy. Use it! 


CHEMICAL ENGINEERING 
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*‘As The World Turns’’ 
is television's most popular 
daytime serial. 
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Few companies demand as much of 
mass advertising as Procter & Gamble, 
the nation’s largest distributor of 
soaps and detergents. Its market is 
the whole population. Every one 
uses soap. Every housewife buys it. 
And P&G wants to reach every one 
of them day after day. 


Because television is the greatest 
means of mass communication the 
world has ever known, P&G spends 
more of its advertising dollars on 


television than on any other medium. 


And because P&G finds daytime 
television the most economical way to 
reach most housewives over and over 
again, it invests $30 million of its 
47-million-dollar network television 


budget in daytime programs. 


Most of this investment is on the CBS 
Television Network. 


Today the average daytime program 
is reaching bigger audiences than 
ever before. On the CBS Television 
Network it reaches a 14 per cent larger 


audience than a year ago. 


These factors explain why P&G has 
recently renewed its weekly schedule of 
5 programs a day, Monday through 
Friday (in addition to its weekly 


nighttime commitment). 


They also help to explain the recent 
daytime renewals of American Home 
Products, Colgate-Palmolive, General 
Mills, Pet Milk, Pillsbury, and Standard 
Brands—as well as new orders from 
Sterling Drug and Miles Laboratories. 


If you have an eye out for housewives, 
you can be sure of reaching more of 
them —day or night —on the world’s 
largest single advertising medium. 


The CBS Television Network 
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JUNIOR PANELS 


Get F-A-S-T Results 
AND FOR LESS MONEY! 


Budget cutters can’t hurt your outdoor advertising 
effectiveness when Junior Panels are on the job. 
Less than 5¢ per 1000 impressions. Call or Write: 


JUNIOR PANEL OUTDOOR ADV. ASSOC. 
8600 East 77th Street 130 Union Street 
Kansas City, Missouri Springfield, Massachusetts 


Sealy Spent $4,221,614 on Ads 

, Sealy Inc., bedding manufac- 
turer, in 1957 spent a _ record 
$4,221,614 in local and national 
advertising in 1957. Of this sum, 
| $3,366,424 was spent in local me- 
dia—newspapers, radio, tv, direct 
|mail—while $855,190 was spent 
in national consumer magazines, 
according to Seymour Nordenberg, 
|Sealy’s ad and merchandising di- 
rector. 


AMA Meeting Texts Published 
“Frontiers of Marketing Thought 


& Science,” the compiled texts of 
all speeches made during the 
American Marketing Assn.’s three- 
day meeting in Philadelphia last 
December, has been published by 
the association and is available 
from its offices at 27 E. Monroe 
St., Chicago. The price is $5 ($2.50 
for AMA members). 


Ohio Daily Names Rep 

The Messenger, Athens, has ap- 
pointed Story, Brooks & Finley, 
New York, its national representa- 
tive. 


To See the Oklahoma City Market... 
Look Past the Skyline... 


LOOK AT THE HORIZON 


54 County Market Dominated by WKY-TV 


[ 


Pies 


— 
ere city 


2) OF OF THE as 


54 COUNTIES 


1% million people 
1% billion dollars retail sales 
% of Oklahoma's population 
and retail sales. 


*Nielsen Coverage Survey #2 
*Sales Management's 1958 Survey of Buying Power 


Channel 4 


LIVE OUTSIDE OF animes city! 


NBC 


Look to the Bright Horizon for the Oklahoma City Market 


THE WKY TELEVISION 
SYSTEM, INC. 
WKY RADIO, Oklahoma City 


WTVT, Tampa; St. Petersburg 


WSFA-TV, Montgomery 


Represented by 
THE KATZ AGENCY 


on 
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CBS-TV Broadens 
Contiguity Discount, 
Cuts Weekend Rates 


New York, June 25—CBS Tele- 
vision is revising its daytime con- 
tiguity discount policy and lower- 
ing weekend afternoon rates in an 
effort to spur fall sales. 

Effective in September, contigu- 
ous-rate discounts can be earned 
for multiple-segment buys sched- 
uled on different days of the week. 
Currently an advertiser who buys 
a daytime quarter hour gets the 
first one at 40% of the hour rate 
and the second, and any additional 
ones thereafter, at 20% of the hour 
rate—if they are on the same day 
of the week. 

In the fall, the multiple-segment 
buyer whose first program is a 
quarter hour or more can buy his 
second and third segments on a 
contiguous rate—even if they are 
scheduled on different days of the 
week. The first such buy will cost 
40% of the hour rate and the others 
25%. 


= Moving to re-interest advertis- 
ers in Saturday and Sunday after- 
noon schedules, the network is 
cutting the price of this time from 
$75,000 to $50,000 an hour. This 
change is being made through the 
elimination of Class B time, now 
reclassified as Class C, Periods to 
be converted include: Saturdays 
2-5 p.m., Sundays 1-6 p.m. and 
week days 5-6 p.m., all EDT. 

CBS-TV also is loosening its 
product protection restrictions in 
order to fit more competing prod- 
ucts into the daytime schedule. In 
the future a participating advertis- 
er will be guaranteed product ex- 
clusivity on a daytime series only 
on the day he buys the show; the 
rest of the days of the week, the 
program can be sold to his compet- 
itors. 

This revision does not apply to 


:|programs of the Arthur Godfrey 


type, where the star helps with the 
commercials. In this case an adver- 
tiser is still guaranteed exclusivity, 


since Mr. Godfrey will not be re- 
/quired to sell two brands of any 
|item concurrently. + 
|Bryan Houston Elects 
Scheideler Exec VP 

Joseph Scheideler, a vp of Bry- 
|an Houston Inc., New York, most 
recently an account executive 
on the Nestle Co. account, has 
been elected exec vp and a mem- 
ber of the Houston board. Prior 
to joining Houston in 1956, Mr. 
Scheideler headed his own agen- 
cy, Scheideler & Beck, and before 
that was vp of Duane Jones Co. 


Leichman-Winters Adds 1 
Newburgh Metal Corp., New 
York, manufacturer of aluminum 
outdoor and casual furniture, has 
appointed Leichman-Winters Inc., 
New York, to handle its advertis- 
ing. The previous agency is Ar- 
padi-Sarett Associates. 


Don Young Joins WBBM 

Don Young, public relations 
manager of Wilson & Co., Chica- 
go, for the past three years, has 
joined WBBM, Chicago radio sta- 
tion, as sales promotion manag- 
er. He succeeds Harry Wilbur, 
who resigned. 
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ASTRODYNE, INC. 


FiRST—This is the kick-off two-color spread in Astrodyne Inc.’s ini- 
tial campaign using aviation books. 


Astrodyne Aims at 
Rocket Leadership 


in Aviation Book Ads 


McGrecor, TEx., June 24—In a 
campaign to establish itself quickly 
in the rapidly growing solid rock- 
et propellant industry, Astrodyne 
Inc., a new corporation formed by 
North American Aviation and Phil- 
lips Petroleum Co., is using an ex- 
tensive ad schedule in the July 
issues of aviation trade publica- 
tions. 

The company was established to 
do research and manufacture rock- 
et propellants and hardware. Its 
goal is to obtain leadership in the 
field quickly, to take advantage of 
the trend to solid propellants. It is 
estimated that by 1960 defense 
spending on rocket weapons will 
be more than $2.5 billion—more 
than the amount to be spent for 
manned aircraft. 

The initial ad, in black and green 
on two pages, will run in Aviation 
Week, Missiles & Rockets, Jet Pro- 
pulsion, Ordnance, Army, Air 
Force, and U. S. Naval Institute 
Proceedings. 

Batten, Barton, Durstine & Os- 
born, Los Angeles, is the agency. + 


KVPD Names Collazo to Head 
Growing Export Division 
Klau-Van Pietersom-Dunlap, 
Milwaukee, has appointed Augus- 
tine C. Collazo 
manager of its 
export division. 
The appointment 
results from 
“growth of activ- 
ities of the divi- 
sion,” the agency 
said. Mr. Collazo 
has been adver- 
tising coordina- 
tor of A. O. 
Smith Interna- 
tional S.A., of 
Caracas, Venezuela, and Milwau- 
_ kee, for the past five years. 
KVPD says its export division 
can now offer service through 45 
agencies in 63 countries, in contrast 
to the 36 agencies in 54 countries 
at the time it was formed last Sep- 
tember. 


Augustine Collazo 


Bemis Names Siems A. M. 

Bemis Bro. Bag Co., St. Louis, 
has appointed William R. Siems 
advertising manager. Mr. Siems 
joined the Bemis advertising de- 
partment in 1955 as a depart- 
mental assistant. He became as- 
sistant to the advertising manager 
in 1957. Mr. Siems succeeds Garth 
D. Salisbury, who resigned. 


Carugati to Color Process Co. 

Joseph Carugati has joined Col- 
or Process Co., Philadelphia, as an 
account executive. He was for- 
merly advertising and sales pro- 
motion manager of Sloane-Dela- 
ware Floor Products, a division of 
Congoleum-Nairn Inc., Trenton, 
N. J. 


Midwest Stock Exchange 
Members Prefer Newspapers 
Newspapers constitute the fa- 
vorite advertising medium of 
members of the Midwest Stock 
Exchange, Chicago, according to 
results of a survey in the June is- 
sue of the Exchange’s quarterly 
newsletter. Of 112 investment se- 
curity houses, 90% employ news- 
papers, using more than half their 
budgets for this medium. Follow- 
ing in popularity is direct mail, 
used by 79% of the members, with 
41% of their budgets involved. 
Trade magazines, radio, tv, con- 
sumer magazines and outdoor ad- 
vertising follow in popularity. 
The newsletter reports that new 
investors are the most popular tar- 
get for the advertising messages. 
Two-thirds of the respondents said 
they aim at this group. Other pub- 
lics include in order: professional 
people, persons with large incomes, 
people with small incomes, wom- 
en, retired people and widows. 


Polk Bros., Kelvinator 
Launch ‘Rambler Rampage’ 
Polk Bros., Chicago appliance 
chain, jointly with the Kelvinator 
division of American Motors Corp., 
has launched a. traffic-building 
promotion in its seven Chicago area 
stores. Running from June 20 to 


Aug. 15, Polk Bros. is hoping 
the “Rambler Rampage” will draw | 
more than 200,000 people to its! 
stores. Every week for eight weeks, 
a 1958 Rambler will be given away. 
The main slogan of the promotion 
is, “Rambling through Polk’s will 
save you money.” To strengthen | 
the economy theme, 250,000 copies | 
of a new Rambler booklet, “More | 
Mileage for your Money,” are be- | 
ing given away at all Polk stores. | 

Advertising plans for the promo- 
tion include 8,500 radio spots on 
five Chicago stations; 150 television 
spots, averaging 18 per week; and | 
100 newspaper ads. 


‘Spectator’ Picks Insurance 
Company Reports 

In its yearly selection of the 
best insurance company reports 
the Spectator, published by the 
Chilton Co., Philadelphia, award- 
ed first place to Reliance In- 
surance Co., Philadelphia, and 
General American Life Insurance 
Co., St. Louis. Second place went 
to New York Life Insurance Co. 
and Glen Falls Insurance Co., and 
third place, to the Insurance 
Company of North America, Phil- 
adelphia, and New England Life 
Insurance Co., Boston. 

A. Joseph Newman Jr., finan-| 
cial writer for the Philadelphia 
Bulletin, made the final selections 
from more than 150 reports sub- 
mitted for the seventh annual 
judging. 


Baird-Atomic Boosts Melanson 

Frank O. Melanson, formerly 
chief of technical publications, has 
been appointed promotions man- 
ager of Baird-Atomic Inc., Cam- 


bridge, Mass. 


the “customers” are here and waiting 
to sustain THE BIG UPSWING 
in EDUCATION’S TWO MARKETS 


ALL THE CHILDREN that will attend school in the 1964-65 school year 
are already born and have been counted. The college graduates of 1975 
are already here. There’s no guesswork about the demand for educa- 
tional facilities during the next decade and beyond—there’s no reces- 
sion in sight. Education’s two markets must keep going up! Construc- 
tion of educational facilities will reach a new high well in excess of 
$3 billion this year. Seventy-five thousand new public school classrooms 
to serve 2,225,000 pupils will be built in 1958—requiring vast new 
equipment and adding a billion dollars annually to the cost of educa- 
tion, operation and maintenance. 


Colleges spent $1.8 billion for new facilities between 1951 and 1955, 
and will spend $3.6 billion between 1956 and 1960. College enrollment 
is now 3.4 million and will double by 1965, and these students are here 
now to be counted. 


here’s how to reach, influence and SELL 
EDUCATION’S TWO MARKETS: 


THE NATION'S SCHOOLS leads in every magazine 
measurement in the public school market. For 
twenty-three years the leader in paid circula- 
tion to the top management group in public 
schools—chief administrative officers, assistants 
and business managers; for fifteen years leader 
in advertising volume among school adminis- 
trative magazines. 


PREFERRED BY ADVERTISERS WHO KNOW BUSINESS MAGAZINES BEST 
Of the 100 largest users of business 27 used 287.7 pages in THE NATION’S SCHOOLS 


magazines in all fields in 1957 (listed 

by Associated Business Publications), 24 used 164.7 pages in the second magazine 
34 used one or more magazines in the 

public school market. Here’s the record: 14 used 99.0 pages in the third magazine 


COLLEGE AND UNIVERSITY BUSINESS—alone in the 
multi-billion dollar market of higher educa- 
tion. Since 1946 has served exclusively the 
presidents and business officers of colleges and 


college 


universities, plus the non-academic adminis- 


trative staff members—controllers, purchasing business 


agents, superintendents of buildings and 
grounds, directors of housing, food service, 
and student centers. Highly selected distribu- 
tion offers demonstrable coverage, penetration 
and readership among those who make nearly all college purchasing decisions. 


Fe BE SURE TO ASK FOR THESE THREE FACT BOOKS: 
F 

pene eon The Public Schoo! Market 

CORPORATION The College Market 


ie College Feeding 


The Nation’s Schools and College and University Business are pubiished by The Nation’s 
Schools Division, The Modern Hospital Publishing Co., Inc., 919 N. Michigan Ave., Chicago 11, Ill. 
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(Continued from Page 2) 
is essentially a progression from 
chaos to order; yet it is out of this 
—the creative chaos—that orderly 
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Excess Facts Hinder 
Sound Marketing: Weir 


as well get out of the marketing 
field. In times of boom we per- 
haps can take advantage of the 
pleasure that the customer takes 


marketing emerges.” in spending. 

The power of creative selling, “In times like these we must 
backed by integrated marketing | convince him of his need to buy. f 
| planning, will give new strength| When the time comes to look back 
| to business and to the nation, Ray | on the present recession, it will, I 
| Reppert, exec vp of the Burroughs | believe, be seen as a healthy in- 
Co., said in another talk. fluence in that it promoted effi- 
|” “I can assure you that I have|ciency and stimulated renewed 
|} every confidence that salesmen | efforts.” 
and sales management will come! Mr. Reppert added he is con- 
|through this period with the| vinced that management’s current 
|greater confidence that comes/ nightmare—rising costs, declining 

ies x: eae | with experience—the experience} revenue and shrinking profits—is 
ane : ‘ age bs | of hard sales,” Mr. Reppert said. a bad dream caused by “an over- 
dose of rapid industrial expan- 
s “Unless we are motivated by'| sion. 
the belief that our product or our “It can be made to evaporate” 
service is necessary, then we may |he said, “with a tonic of typically 


How Trade Mark Service in the 
Yellow Pages helps build your business 


Mc ate i ; ¥ * a = 


- FOOD FIELD REPORTE 


our country’s potential growth.” 


s William R. Herod, president 
of International General Electric 
Co., in his address at the opening 
luncheon, called on those in for- 
eign marketing to “import more, 
invest more abroad or continue 
aid through government at a high 
level in grants and loans over and 
above our unilateral military 
transfers and foreign military ex- 
penditures.” 


| | This must be done, he said, “if 
WHAT IS | HOW DOES | WHAT MARKETS DOES we in foreign marketing want to 
TRADE MARK SERVICE? TRADE MARK SERVICE TRADE MARK SERVICE continue to sell abroad at any- 
| BUILD BUSINESS? | COVER? where near our present creditor 
: position.” 
Wee tae Gee : | [ He called for increased trade 
heat with the Communist block of na- 
oe | Find Your | LWA TIONAL tions and said freer trade might jj 
Nearest Dealer weaken the bonds that hold to- § 
“WHERE TO BUY IT” | In The | gether the Communist world. 
S| Mr. Herod doubted the Soviet 
mst foot ceemncenne lien T9478 | Yellow Pages | Sino-satellite empire would col- 
ao ssa ening 3-08 | Ee | i lapse under complete embargo. 
ll 235 Cotternia,  ——-———--—-- BOG0n 9-3248 | | He urged that the U.S. not adopt 
ee po Oe such restrictive trade and diplo- 
An important link in marketing con- | Trade Mark Service makes advertis- | | mate postures te. to SOM Any 
sumer and industrial products. It pin- | ing more effective . . . directs pros- | possible overture val hope on the 
: points authorized loca! sales outlets pects created by your advertising to The service is flexible to follow your part of the people within the bloc. 
—branch offices, distributors, retail- | your authorized outlets... helps pre- | pattern of distribution . . . in national, The Boston AMA chapter pre- 
ers and wholesalers. l vent substitution. | regi | or selected markets. sented this year’s award to H. P. 
Hood & Sons, Boston, for its in- 


troduction of Hood 100% pure 
Florida orange juice throughout 
New England. + 


IS TRADE MARK SERVICE 
COMMISSIONABLE? 


WHAT ABOUT 
CONTRACTS AND BILLING? 


WHAT CIRCULATION DO 
THE YELLOW PAGES HAVE? 


Niagara Names Black, Little 
Niagara of North Jersey Inc., 
distributor of Niagara Cyclo Mas- 
sage health equipment, has named 
the newly formed agency of Black, 
Little & Co., Newark, N.J., to han- 
dle its advertising. Niagara has no 
previous agency of record. 


een 
—SUMISSION. 
Westinghouse Names Bockover 
Daniel E. Bockover has been 
appointed manager of media, 
Westinghouse Electric Corp., 
Pittsburgh. Mr. Bockover joined 
the company in 1953. He succeeds 
S. G. Symons, who retired last 
month. 


Ridder-Johns Boosts Gingold 

Bernard Gingold, a member of 
Ridder-Johns Inc. Chicago sales 
staff since 1953, has been named 
sales manager of the branch office, 
a new post. 


Over 4000 different directories are 
distributed from coast to coast. You 
can buy all or any part of the 
60,000,000 combined circulation. 


Whether you buy Trade Mark Service 
in a few or all 4000 directories, you 
sign only one contract and receive 
only one bill a month. 


Yes, Trade Mark Service in the Yellow 
Pages is subject to standard advertis- 
ing agency commission. 


WHERE CAN YOU 
FIND OUT MORE ABOUT 
TRADE MARK SERVICE? 


WHY IS THE 
YELLOW PAGES EMBLEM 
OF VALUE TO ADVERTISERS? 


WHAT IS THE 
a YELLOW PAGES EMBLEM? 


> ——, 
Find It Fast 
In The 


| 

| 

| 

| 

25 Yellow Pages | 
5 | 
| 

| 

| 

| 

| 


National and local advertising builds 
recognition of the emblem. Trade 
Mark Service advertisers profit in 
increased sales by displaying the 
embiem in their advertising. 


Call the Trade Mark Service represen- 
tative at your telephone business 
office .. . today! 


A reminder to buyers to look in the 
Yellow Pages for local outlets of 
branded products and services. 
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CIRCULATION OF MIAMI NEWSPAPERS 
Circulation averages for 6 months ending March 31, as per Publishers’ statements to Audit Bureau of Circulation* 
GAIN 


DAILY SUNDAY 21,197 


 MIZANIMID q 


THERE ARE REASONS A-PLENTY: 
HERALD 
1. Miami-Gold Coast is a vigorous major (Daily) 
market with built-in recession-proof Yon 
vitality. Over 21/, billion in retail sales. 
One of the nation’s 12 “blue chip” 
Metropolitan markets. 


2. Advertisers can blanket and sell this 
profitable market at one low cost — 
with one newspaper — The Miami 
Herald .. . 2nd in the US. in total 
advertising. 


3. The Herald alone reaches and influ- 
ences a responsive audience in 91% 
of Greater Miami’s newspaper homes. 


4. The Herald is growing with the bur- 
geoning population which is increasing 
by 70,000. newcomers a year. 


%. For the six-month period ending March aT 
31, 1958, The Herald set an all-time- THIS SUMMER COME TO MIAMI 
high circulation record, with a weekday 


average of 302,264 and a Sunday aver- | 
age of 366,584. nowhere, can you get so much va 


cation pleasure for so few dollars. 
And when i iami, read T. 
The Miami-Gold Coast is your best bet; a a ond 


The Herald is your best buy. Want more Herald for world news and Miami's 
facts? Write us! great world of entertainment. 


Fun’s in full swing! Nowhere, but 


BC Che Miami Herald 


@ Nationally represented by Story, Brooks & Finley, Inc. 
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Wendell P. Colton, 
Founder of Oldest 
‘Intact’ Agency, Dies 


New York, June 24—Wendell 
Phillips Colton, 84, chairman and 
founder of the advertising agency 
of that name, a charter member 
of the American 
Assn. of Adver- 
tising Agencies, 
and a former ad- 
vertising manag- 
er of the Lacka- 
wanna Railroad 
and American 
Bank Note Co., 
died in his sleep 
June 21 at his 
home here. 

Born in Brook- 
lyn, Mr. Colton 
was graduated from Yale College 
in 1896. He then joined the old 
New York Herald as a reporter. 
In 1899 he became a member of 
the advertising staff of the Lacka- 
wanna and the following year was 
named advertising and industrial 
manager. 

During the time Mr. Colton was 
advertising manager of the Lack- 
awanna the Phoebe Snow adver- 
tising campaign was originated. 
How much of it can be credited to 
Mr. Colton is now difficult to say, 
but the facts apparently support 
the claim that Mr. Colton promoted 
the Phoebe Snow campaign both 
vigorously and well. The fictional 
character Phoebe Snow, who trav- 
eled the “road of anthracite” in 
a spotless white duck suit, became 
a household name in the early 
1900s. 

In 1906, Mr. Colton left rail- 
roading to become sales and ad- 
vertising manager of American 
Bank Note. 


= Two years later he established 
the Wendell P. Colton Co., which 
until Mr. Colton’s death was re- 
portedly the oldest advertising 
agency still operating under its 
original name with its founder still 
active. 

Mr. Colton was active in the 
agency up to the time of his death 
and during the past week was in 
his office daily. 

He was one of the charter mem- 
bers of the Four A’s, but the only 
office he would ever consent to 
hold in the organization was as a 
member of the board of governors 
of the New York council in 1923 
and 1924. 

He was a member of the Univer- 
sity, Yale and Propeller Clubs, the 
Society of Colonial Wars, St. Nich- 
olas Society, the Pilgrims, Sons of 
the Revolution and the Huguenot 
Society. 

His son, Wendell Phillips Col- 
ton Jr., is exec vp and treasurer of 
the agency. 


WILLIAM F. HOLLAND 

CINCINNATI, June 24—William 
F. Holland, 56, owner of William 
F. Holland Associates, died June 
17 in his summer home at Ryland 
Lakes Country Club, in nearby 
Kentucky. He had established his 
agency here in 1937, and was 
scheduled to become vp of the 
National Federation of Advertis- 
ing Agencies later this year. He 
was a Rotarian and member of 
the Covington Chamber of Com- 
merce. 


JAMES D. DONOVAN 
WASHINGTON, June 24—James 
D. Donovan, 57, general manager 
of government sales for Smith 
Corona Inc. died here yesterday 
of a heart attack. Mr. Donovan 
had moved here recently from 
New York, where he was general 
sales manager of the Underwood 
Corp. from 1953 to 1957. He had 
been associated with the sales de- 
partment of Underwood for more 
than 30 years. 
He started his career as a sales- 


Wendell P. Colton 


man with Sundstrand Adding Ma- 


chine Co., working in Syracuse, 
N.Y., and Cedar Rapids, Ia. When 
Sundstrand was absorbed by Un- 
derwood, he went to the merged 
concern’s New York offices, work- 
ing first as sales education director, 
later as sales manager of the add- 
ing machine division. Subsequently 
he was appointed eastern sales dis- 
trict manager and moved to Bos- 
ton, but he returned to New York 
in 1953, when he became general 
manager of government sales. 


ALBERT C. RIEDELL 

New York, June 24—Albert C. 
Riedell, 59, co-publisher, vp and 
treasurer of Earnshaw Publica- 
tions, business paper publisher, 
died June 21 at his home in Gar- 
den City, N.Y., apparently of a 
heart attack. 

After attending New York Uni- 
versity, Mr. Riedell served in the 
Navy in World War I. Following 
the war he joined the Earnshaw 
organization, which publishes 


Earnshaw’s Infants’, Boys’ & Girls’ 
Wear and Small World, which 
covers nursery furniture, wheel 
goods, toys and accessories. Mr. 
Riedell served as salesman and ad- 
vertising manager of the publica- 
tions before becoming vp and co- 
publisher about ten years ago. 

He was also secretary of the In- 
fants’ & Children’s Wear Sales- 
men’s Guild and active in the 
American Legion and Masonic 
work. 
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EWRR Elects Three VPs 

Erwin Wasey, Ruthrauff & 
Ryan, Chicago, has elected June 
Adams and Jeremy C. Beman vps. 
Miss Adams joined the agency 10 
years ago and most recently has 
been an account executive. Mr. 
Beman, with EWRR six years, is 
an account executive. Grant Wor- 
rell, senior account executive in 
EWRR’s Philadelphia office, also 
has been named a vp of the agen- 


cy. 


MORGAN BEATTY 
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SSC&B Gets Whitehall's Psorex, 


distribution is planned for an early 


Whitehall Laboratories has ap-|4@te. SSC&B also handles InFra- 


pointed Sullivan, Stauffer, Col- 
well & Bayles, New York, to 
handle advertising for Psorex, a 
newly acquired proprietary for 
the treatment of psoriasis. White- 
hall, a division of American Home 
Products, purchased Psorex from 
New England Laboratories Inc., 
Boston, which developed and mar- 
keted the product for the past two 
years in several cities. Expanded 


Rub, BiSoDol mints and powder 
and Resdan dandruff corrective for 
Whitehall. 


Schenley Boosted to 23rd 

In a list of 100 leading national 
advertisers of 1957 published in 
last week’s ADVERTISING AGE, 
Schenley Industries should have 
been credited with an expediture 
of $3,153,056 on outdoor advertis- 


ing, not $69,825 as published. This 
raises Schenley’s total expendi- 
ture for seven measured media 


and its rank from No. 29 to No. 23. 


O'Toole Joins Rosenbloom 
James O’Toole has joined Irving 
J. Rosenbloom & Associates, Chi- 
cago, as head art director, art su- 
pervisor and supervisor of creative 
services. He formerly was a free- 


from $13,262,248 to $16,345,479, | 


Service Fees Hiked 
Appliance Dealers’ 
Net, NARDA Says 


Cuicaco, June 24—The net op- 
erating profit in 1957 of members 
of the National Appliance & Radio- 
TV Dealers Assn. nudged up to 
1.6% from the 11-year low of 1.2% 
registered in 1956, according to 


NARDA’s 12th arffiual costs of do- 


lance artist. 
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POSITIVE 


APPROACH 
TO THE 
“TOP 40° 


For advertising to adults with 
discretionary money to spend, 
you’re in more rewarding com- 
pany with radio personalities 
like these forty, than with 
“‘the top 40 (or 30 or 20) tunes.” 


Radio programming based on 
juke-box fads may attract 
a fervent audience—but the 
chances are good that the fer- 
vor is strictly for the beat. 


The personalities and programs 
shown here represent varied, 
balanced radio programming of 
interest to a more mature and 
thoughtful market (and, it’s 
safe to say, alot more solvent). 


If you sell white buckskin shoes 
and bubble-gum, by all means 
use a juke-box station. But for 
soap and cars and other prod- 
ucts, youwant the cream market 
—the customers with money to 
buy. This isthe audience attract- 
ed to stations affiliated with 


THE NBC 
RADIO 
NETWORK 


51 


ing business survey. 

The increase was chiefly due to 
the increased proportion of rev- 
enue from services. In 1957, service 
revenue amounted to 15.3% of the 
total, setting a new high and sur- 
passing the previous peak of 13.2% 
reached in 1954, the report says. 

Advertising expenditures drop- 
ped in 1957 to 2.4% from 2.6% in 
1956. 


® Dealers queried about expected 
sales obstacles in 1958 cited “the 
recession” most frequently, ac- 
cording to survey returns, followed 
by “discounting,” “rising operating 
costs” and “inadequate margins.” 
Other problems given were poor 
quality merchandise, by-pass sell- 
ing by suppliers, builder sales, too 
many models and the dumping of 
distress stocks. 

Among the other highlights of 
the report, which was compiled 
and analyzed by Richard E. Sny- 
der, Chicago consulting economist, 
were: 


e NARDA dealers reporting in the 
1957 survey registered a sales in- 
crease of 1.4% over 1956, in con- 
trast to a sales decline of 2.8% for 
all U.S. appliance-radio-tv dealers. 


e Dryers and air conditioners 
reached new highs in their shares 
of the total sales pie in 1957. 


e The value of inventories at the 
end of the year was up only 2.1% 
over the year’s starting figure, re- 
flecting good inventory control. 
Inventories were turned 4.6 times 
in 1957 compared to 4.2 times in 
1956. Sales per square foot of sell- 
ing space rose 11% over 1956. 


e Total cost of goods sold to net 
sales dropped to 66.1% in 1957 
from 67.7% in 1956. Merchandise 
costs were a record high of 70.4% 
on merchandise sales. 


e Total gross margin in 1957 was 
33.9%, up from 32.3% in 1956. 
Merchandise gross margin reached 
a record low of 29.6% while serv- 
ice gross margin hit a new high. 


e Total operating costs reached a 
new peak of 32.3% on net sales. 


e Although total dollar profits 
rose 5.7% over 1956, 21% of the 
dealers reporting in the 1957 sur- 
vey showed net losses. # 


Westinghouse Names 
4 Area Managers in 
Consumer Unit Shift 


PITTSBURGH, June 24—Westing- 
house Electric Corp. has realigned 
the responsibilities in its consumer 
products group and has appointed 
four area managers to replace the 
factory field sales section, which 
has been eliminated. 

The new managers are M. E. 
Lanning, southern area, with head- 
quarters in Atlanta; Walter T. Ba- 
ker, western area, San Francisco; 
H. R. Bryant, central area, Chi- 
cago, and J. F. O’Donnell, eastern 
area, Mansfield, O. 

The four men will report to 
Richard J. Sargent, vp and general 
manager of marketing and distri- 
bution for the consumer products 
group. Westinghouse said the move 
was made primarily to strengthen 
factory support of full-line inde- 
pendent distributors of major ap- 
plianes, tv receivers, hi-fi record 
players, room air conditioners and 
dehumidifiers. + 


Storz in Name Change 

All Storz stations (WDGY, Min- 
neapolis-St. Paul; WHB, Kansas 
City; WTIX, New Orleans, and 
WQAM, Miami) have been brought 
into one company under the new 
name of Storz Broadcasting Co. No 
change in ownership is involved. 
WQAM was previously operated as 
a subsidiary of the parent compa- 
ny, formerly Mid-Continent Broad- 
casting Co., which owned the other 
three companies, 
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Probe Private 
Brands, Justice 
Advises Senators 


Big Stores, Not 
Discounters, Should Be 
Studied, Senate Unit Told 


WASHINGTON, June 26—A senate 
subcommittee hearing which start- 
ed to look into the evils of discount 
houses took an unexpected tack 
today as a spokesman for the De- 
partment of Justice suggested that 
the subcommittee might spend its 
time more profitably if it studied 
the private brand operations of the 
big mail order houses and de- 
partment stores. 

The small business subcommit- 
tee, under Sen. Hubert Humphrey 
(D., Minn.), has made no secret 
of the fact that it is gathering am- 
munition for a drive to put 
through a new rigid federal fair 
trade law, and during most of its 
three day hearing it has listened 
to the familiar arguments from 
retail groups which protest that 
price cutting is forcing “small 
business men” out of business. 

A fresh approach was proposed 
today by Robert Bicks, first as- 
sistant to the assistant attorney 
general in charge of the anti-trust 
division, who was substituting for 
Anti-Trust Chief Victor Hansen. 


® He said department stores may 
be secretly plugging for fair trade 
because it provides “an umbrella” 
which enables them to market 
private brands at attractive prices 
which are well above the minimum 
the store could afford to charge. 

In his statement, Mr. Bicks said 
discounters have become success- 
ful because margins on nationally 
advertised products have been too 
high. In a veiled warning to con- 
gressmen who are considering new 
federal fair trade legislation, he 
observed, “The discount houses 
have been able to successfully and 
profitably distribute immense 
amounts of consumer wares, chief- 
ly hard goods, to the buying public 
at prices significantly below those 
charged by established retail in- 
stitutions. And the consumer hav- 
ing tasted of these joys is not soon 
apt to forget them.” 

Mr. Bicks argued that the “pres- 
sure” of discount houses has been 
felt “not necessarily by small in- 
dependent retailers, but rather by 
entrenched department. stores, 
long used to the comfort of high 
profit margins.” He said there 
already have been numerous ex- 
amples of discount houses prod- 
ding established merchandisers to 
cut traditional profit margins. 


s “These results stem from a basic 
truth that selling nationally adver- 
tised goods for which there already 
is a heavy demand requires little 
personal sales effort. And where 
the goods are backed by a national 
manufacturers’ guarantee, the rep- 
utation of the retailer is corres- 
pondingly of little value to the 
buyer.” 

Leveling his fire directly at fair 
trade, he said that on one hand 
it facilitates the very discount 
competition of which some small 
independent retailers now com- 
plain. “On the other hand,” he 
continued, “apart from discount 
house operations—large mass re- 
tailers like Sears, Roebuck and 
Macy’s, may perhaps use fair trade 
as an umbrella to preserve from 
competition their own private 
brands which smaller _ retailers 
cannot afford.” 


a “Thus,” he said, “large depart- 
ment stores or mail order houses 
may well encourage manufacturers 
to fair trade nationally branded 


HONORED—Ira Murray, Jepson-Murray Advertising, Lansing, Mich., 
accepts a first place award for “over-all excellence in advertising 
prepared during the past year” from one of the competition judges, 


Clay Buckhout (left), vp and ad 


director of Life. The agency tied 


with Darwin H. Clark Co., Houston, in the competition sponsored by 
the Trans-America Advertising Network. 


items—the only items which the 
small retailer can secure. 

“At the same time, such mass 
sellers may market their own 
private brands—substantially iden- 
tical to nationally advertised 
goods—at prices lower than fair 
trade mark-ups for nationally 
branded counterparts. 

“The results could be to enable 
large retailers, by hampering their 
small competitor’s ability to cut 
prices, to hold an umbrella over 
the market for their own private 
branded items.” 

Earlier the hearings flared up 
at several points as prominent dis- 
count house operators argued that 
Congress will not be able to legis- 
late price cutting out of existence. 

Stephen Masters, president of 
Masters Inc., said that trying to 
stop consumers from buying at the 
lowest price was “like telling the 
waves to stop rolling in.” 


= During one typical tangle, Sen. 
Humphrey agreed that there did 
not appear to be any difference 
between vitamins which were sold 
under a nationally advertised 
brand for $9.45 and those which 
were sold under Macy’s brand for 
$2.89, and Master’s for $2.29. 
When Mr. Masters said he was 
making “a very good profit” at 
$2.29, the senator complained that 
the national marketer had spent 
millions in research, advertising 
and building up public confidence 
which Masters cashed in on. 
Witnesses for the American Fair 
Trade Council, the bureau of edu- 
cation on fair trade and for several 
appliance, drug, gasoline and 
men’s wear associations recorded 
emphatic interest in early approv- 
al of a federal fair trade law. + 


Lestoil Won't Be 
Shown Near Flame in 
Ads, Pact Stipulates 


WASHINGTON, June 26—The Fed- 
eral Trade Commission today ac- 
cepted a consent settlement requir- 
ing Adell Chemical Co., Holyoke, 
Mass., to discontinue the use of 
any tv commercial which implies 
that Lestoil can be used safely near 
open flames or extreme heat. 

In a complaint released Feb. 7, 
the commission issued a public 
warning against spot announce- 
ments for Lestoil which showed the 
product in use near a candle, on 
top of a radiator and on a kitchen 
stove. 

The settlement also provides 
that the product must carry a 
warning notice that Lestoil is a 
combustible mixture. The original 
FTC complaint claimed Lestoil has 
a dangerously low flash point. # 


A&P Tallies Record 
Sales, Earnings for 
7th Straight Year 


NEw York, June 24—The Great 
Atlantic & Pacific Tea Co., in the 
fiscal year ending Feb. 22, 1958, 
attained record sales and earnings 
for the seventh consecutive year, 
its report issued yesterday shows. 

Sales of the company hit a new 
high of $4,769,249,488 in fiscal 1958, 
up from $4,481,852,081 the year be- 
fore. Net income of A&P for fiscal 
58 rose to $50,666,686 from $41,- 
875,616 in fiscal °57. 

The company is the largest gro- 
cery chain organization in North 
America, and operates 4,218 retail 
food stores in the U.S. and Canada. 
American Coffee Corp., a subsidi- 
ary, is reportedly the largest cof- 
fee buyer in the world. 

In addition to maintaining gen- 
eral warehouses in central areas, 
A&P operates 35 bakeries, three 
cheese processing plants, two milk 
plants, one creamery, six factories 
and nine coffee roasting plants. 

Dollar sales of A&P first topped 
$1 billion in fiscal 1941 and the 
trend has been up ever since. Its 
1941 net was $18,336,000, compared 
with this year’s $50,666,686. + 


Non-union Ads Threaten 
Life of Labor Paper 

The Federationist, a Baltimore- 
published union weekly, is threat- 
ened with possible extinction due 
to an edict from George Meany, 
AFL-CIO president, stating that 
“. . . only advertising from firms 
organized 100% by unions of the 
AFL-CIO” is acceptable. Under 
the paper’s present ad program, 
which operates within the Code 
of the International Labor Press 
Assn., most revenue comes from 
ads which make up over 25% of 
the linage. However, a great per- 
centage of these ads come from 
non-unionized and partially un- 
ionized accounts. 


Rutledge & Lilienfeld Splits 
The Chicago and St. Louis of- 
fices of Rutledge & Lilienfeld 
have become separate companies. 
The St. Louis agency will continue 
under the former name at the 
same address, 100 Market St. The 
Chicago agency will be known as 
Lilienfeld & Co., with its offices 
continuing at 121 W. Wacker. Dr. 
Each agency will continue to han- 
dle the accounts it now services. 


Dillingham to Sales Staff 
Robert B. Dillingham has been 
advanced from Sports Illustrated’s 
presentations department to its 
New York advertising sales staff. 


‘Misleading’ Ads 
Don't Mislead Mom 
—Much: Montgomery 


Kansas City, June 24—What 
women don’t like about advertising 
was spelled out to the Advertising 
& Sales Executives Club here yes- 
terday by Charlotte Montgomery, 
Good Housekeeping columnist and 
1954 Advertising Woman of the 
Year. 

“Women love advertising,” Mrs. 
Montgomery prefaced her speech. 
“They count on it for news about 
homemaking and new products... 
But despite this fondness for ad- 
vertising, women still find lots of 
things they don’t like about it,” 
she maintained. 

Here are some of their pet 
peeves, as she outlined them: 


e “Women are upset when they 
are lured to the store to try some 
product, and it isn’t on the shelf. 
Often the store manager, when ap- 
pealed to, says he’s never heard 
of it!—even when four-color ad- 
vertisements are running in mag- 
azines and ads in local newspapers 
. .. Also there are contest blanks 
which women are told, in adver- 
tising, to ‘look for at your favorite 
store.’ But they are not there.” 


e “Women distrust and dislike 
sweeping claims which they know 
from experience are impossible”— 
such as a cleaning product that 
claims, “Just a gentle wipe with 
a soft cloth,” when it isn’t that 
easy. 


e “Women dislike false pre-pric- 
ing—those big numbers stamped on 
for no reason other than to serve 
as a springboard for a reduction 
that is obviously a phony.” 


e “Women dislike loud, offensive 
ad talk, the crashing tv commer- 
cial, the bombast in print .. . In 
fact, one woman wrote recently: 
‘I finally had to teach my children 
that the things they hear about 
products on tv are “stories,” just 
like the rest of the program’.” 


e “Women dislike ads that tell 
them nothing, because they are 
reading to learn, reading to find 
out about the product—just as they 
read the Sears or Montgomery 
Ward catalog. Here’s a letter from 
Canoga Park, Cal.: 

“Is there any way we housewives 

can get the kind of advertising we 
want and need? I want to buy a 
gas clothes dryer, and I find noth- 
ing but “blurbs.” For instance, one 
says they have the “most wanted 
features.” What, specifically? An- 
other has “big features” but fails 
to name any. Now my idea of 
advertising would be the “blurb” 
followed by facts and specifications 
for those who are interested ... 
Also give prices, so you could tell 
whether the “superb” machine 
costs more than the “dramatic” 
one’.” 
e “Women like you to talk to them 
in their language .. . Treat them 
as adults, as the pretty-well-edu- 
cated, far-less-than-naive shoppers 
that they are.” 


e “Women are optimists about ad- 
vertising,” Mrs. Montgomery main- 
tained. Advertising should serve 
that optimism “by being the trade 
papers of the greatest trade in the 
world—homemaking.” + 


‘Grain & Feed Journals’ 
Merges with ‘Rice News’ 

Rice News, formerly of Lake 
Charles, La., will be merged with 
Grain & Feed Journals Consoli- 
dated, Chicago. The change be- 
comes effective with the July 9 is- 
sue of Grain & Feed Journals. The 
name of the publication will be- 
come Grain & Feed Journals & Rice 
News. There will be a new total 
circulation of 12,100. Advertising 
rates will not be increased until 
after Dec. 31. 


Advertising Age, June 30, 1958 


Richards Calls 
‘Digest’ Cigaret 
Article ‘Unfair’ 


WASHINGTON, June 25—James P. 
Richards, president of the Tobacco 
Institute, today charged that the 
July Reader’s Digest article, titled, 
“The Cigaret Industry Changes Its 
Mind,” (AA, June 23) is “not in 
accord with fact.” 

In a letter to DeWitt Wallace, 
editor of the Digest, Mr. Richards 
said, “The cigaret industry has not 
changed its mind. Our position was 
and is based on the fact that sci- 
entific evidence does not support 
the theory that there is anything 
in cigaret smoke known to cause 
human lung cancer. 

“The implications of this piece,” 
Mr. Richards said, “are most un- 
fair to the tobacco industry and to 
the general public.” 


= “The Tobacco Institute,” Mr. 
Richards continued, “believes that 
the health of the people is more 
important than dividends for any 
industry. We are equally convinced 
that the American people believe 
in fair play for an industry that 
historically began and grew with 
the life of our country, all the 
while providing work for, and con- 
tributing to e contentment of, 
millions.” 

As far as the Digest’s discussion 
of filter cigarets is concerned (AA, 
June 23), Mr. Richards said, “the 
production and marketing of fil- 
ter cigarets are matters of individ- 
ual company competitive business. 
Anyone familiar with the tobacco 
industry knows that tobacco man- 
ufacturers constantly compete to 
make products to please customers. 


EVIDENCE BACKS US, 
‘DIGEST COUNTERS’ 


PLEASANTVILLE, N.Y., June 26— 
In its reply to a statement made 
yesterday by James P. Richards, 
president of the Tobacco Institute, 
Reader’s Digest today said: 

“The article offers specific and 
unshakable evidence of the tobac- 
co industry’s ‘change of mind’ 
about filters during the past year. 
As late as June, 1957, industry 
spokesmen were declaring that 
high-filtration filter tips could not 
be produced commercially. They 
further stated that the public 
would not accept such filters even 
if they were produced. 

“Yet today all but one of the ten 
most popular brands of filter-tip 
cigarets have adopted such high- 
filtration tips.” 


# The Digest pointed out that 
there is nothing in the current ar- 
ticle to imply that the tobacco 
industry has “changed its mind” 
about the cigaret-cancer relation- 
ship, as Mr. Richard’s statement 
asserted. The “change of mind” re- 
fers solely to the industry’s posi- 
tion on high-filtration tips. 

“The tobacco industry,” the mag- 
azine said, “continues to maintain 
its defensive attitude toward the 
problem of smoking and health. 
This is despite overwhelming sci- 
entific evidence, now officially rec- 
ognized by the governments of the 
U.S. and Great Britain, that the 
link between cigaret smoking and 
lung cancer has been established 
beyond a reasonable doubt.” 

The Digest also stated today that 
another article, giving further facts 
about the causative relation be- 
tween smoking and lung cancer, 
would appear in its August issue. # 


WIBG Appoints Conway 

Joseph T. Conway has been ap- 
pointed national sales manager of 
WIBG, Philadelphia. Before join- 
ing WIBG in 1955, Mr. Conway 
was with WKDN, Camden, N. J. 
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Most Americans complete their for- 
mal education at age 17 or 18. For 
the rest of their lives, they acquire 
the bulk of their new information and 
ideas from the “university at their 
doorstep” —the daily newspaper. 

Like a university, a good newspaper 
needs a faculty of specialists learned 
in many fields—science, government, 
industrial relations, medicine, politics, 
education, religion, criminology, eco- 
nomics, to name a few. 

One measure of the caliber of an 
educational institution is the outside 
recognition accorded its faculty. So, 
too, a newspaper. 

Since January, 1958, some 15 nation- 
al awards have been bestowed upon 
the Minneapolis Star and Tribune and 
members of their “‘faculty”’ by organi- 
zations whose purpose is to recognize 
outstanding achievements in varied 
fields of journalism. These include a 
Pulitzer Prize for investigative report- 
ing of corruption in labor unions which 
stimulated the recent congressional 
investigations; awards for excellence 
in reporting and commentary on medi- 
cine, foreign affairs, education, Wash- 
ington news and minority problems, 


What makes a newspaper great? 


and awards for outstanding photo- 
graphic reporting. 

Newspapers do not print stories 
to win awards. The awards do, how- 
ever, offer one good measure of the 
fact that, in fulfilling their obligations 
to report the news and inform their 
readers, the Minneapolis Star and 
Tribune have dug a little deeper, re- 
ported a little more skillfully and com- 
pletely, worked a little harder to do 
worthwhile things for the community 
and nation. 

Another meaningful measure of 
achievement is the acceptance these 
newspapers have earned in the area 
they serve. In the great 3}s-state 
region called the Upper Midwest, the 
newspapers regularly received and 
read in the most homes are the 


Minneapolis 
Star and Tribune 


EVENING MORNING & SUNDAY 


630,000 SUNDAY - 495,000 DAILY 


JOHN COWLES, President 
Copr., 1958, The Minneapolis Star and Tribune Co. 


Some Recent Awards 


To: CLARK MOLLENHOFfF, of the Min- 
neapolis Star and Tribune and Des 
Moines Register and Tribune Wash- 
ington Bureau, Pulitzer Prize for 
national reporting. 


To: Scorr Lonc, Sigma Delta Chi 
award for editorial cartooning. 


To: Victor Coun, Albert Lasker 
Award for medical reporting. 


To: EARL SEUBERT, named ‘‘News- 
paper Photographer of the Year’’ in 
the NPPA—Encyclopaedia Britan- 
nica—University of Missouri com- 
petition. 


To: RoBerRT Hewett, National 
Headliners Club award for foreign 
reporting. 


To: RicHarp P. KLEEMAN, Education 
Writers’ Association award. 


To: RicHarp L. WILson, head of the 
Washington Bureau, special honor- 
able mention, Raymond Clapper 
Memorial award competition. 


To: GRAHAM Hovey, Overseas Press 
Club of America citation for interpre- 
tation of foreign affairs. 


To: THE MINNEAPOLIS STAR AND 
TRIBUNE, Sigma Delta Chi award 
for public service. 
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Portland is number two of all 
testing cities in New England 
regardless of size; thus the 
ideal city in an ideal market 
area. 


(source: Sales Management) 
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Portland is number six in 
the U. S. among ideal testing 
cities regardless of popula- 


tion; a fact due to a consist- 


ently stable economy. 
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- is number one in 
the U. S. among cities under 
150,000 population; an ideal 
testing atmosphere for any 
product. 


retail trade zone 
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WMBR-TV Names McMahon 

Philip J. McMahon has been ap- 
pointed director of tv advertising 
and promotion, WMBR-TV, Jack- 
sonville, Fla. Mr. McMahon for- 
merly was creative representative 
of Miller Press, Jacksonville. Tom 
W. Mahaffey, formerly an infor- 
mation officer of the U. S. Navy, 
has been named assistant to Mr. 
McMahon. 


Solartron Names Molesworth 

Solartron Inc., Camden, N.J., has 
appointed Molesworth Associates, 
New York, to handle advertising, 
public relations and sales promo- 
tion. Makers of electronic test 
equipment, Solartron has had no 
previous agency. 


Truck Group Names Nute 
Albert C. Nute has been named 
director of public relations and 
promotion of the Truck Body & 
Equipment Assn., Washington. He 
had been director of the Dodge 
truck news bureau for 12 years 
prior to his retirement Jan. 1. 


Solesesful Farming # armors grow 


about 46% of the US wheat total, — 


where general media lack impact, 


you need Successful Farming. 
Call oa SF office for details. 


et es ae 


Advertising Age, June 30, 1958 


‘Balloon’ Deflated, 
IRE Decides to Let 
Publishers Exhibit 


New York, June 24—An on- 
again, off-again proposal to bar 
business publishers from exhibit- 
ing at future exhibitions of the 
Institute of Radio Engineers was 
cleared up for good last week when 
George W. Bailey, executive secre- 
tary of the IRE, announced in a 
letter to publishers that the pro- 
posal has been scrapped. 

The decision to bar publishers 
from IRE exhibitions was first an- 
nounced in May by exhibits mana- 
ger William C. Copp, who said the 
action was prompted by publisher 
protests that “competitive reasons” 
forced them to exhibit in the show 
(AA, May 26). 

The announcement, however, 
created a furor among publishers, 
who immediately authorized an in- 
formal poll of their ranks by San- 
ford R. Cowan, president of Cowan 
Publishing Corp., whose Semicon- 
ductor Products had been an IRE 
exhibitor for several years. Mr. 
Bailey then said the original an- 
nouncement was a “trial balloon” 
to test sentiment and that a final 
decision would be reached after 
completion of the Cowan poll. 


# In his letter to exhibiting pub- 
lishers this week, Mr. Bailey add- 
ed that subsequent protests by 
publishers had persuaded IRE to 
rescind plans to bar them from the 
exhibit. 

Among the recipients of the 
letter was Mr. Cowan, who said 
the IRE decision was a “wise one,” 
and that his company was “defi- 
nitely” exhibiting in the next an- 
nual show, scheduled for March 
23-26, 1959. 

However, business paper pub- 
lishing companies will be limited 
to one booth each. “The reason for 
this,” Mr. Bailey told ADVERTISING 
AGE, “is to place all publishers on 
an equal basis. Each will have the 
same opportunity, irrespective of 
size.” # 


Two Join Cunningham, Walsh 

John B. Miller and Reynold C. 
Landon have joined Cunningham 
& Walsh in executive posts. Mr. 
Miller was formerly director of 
merchandising of Mennen Co. and 
joins the agency as a marketing 
group head in New York. Mr. Lan- 
don, formerly with Young & Rubi- 
cam, joins C&W as an account ex- 
ecutive in San Francisco. 


Hall-Mitchell Gets Ant Farm 

Hall-Mitchell Advertising Agen- 
cy, Orange, Cal., has been ap- 
pointed to handle tv advertising 
for Old MacDonald’s Ant Farm. 
The ant farms will be promoted 
on tv for the first time with orig- 
inal testing scheduled for San Di- 
ego and national coverage expect- 
ed by October. 


Lithographers Change Name 
The Lithographers National 
Assn., New York, will become the 
Lithographers & Printers National 
Assn. Ine. after steps have been 
taken to legally change the asso- 
ciation’s name. The association said 
the change resulted from wider 
functions within the industry. 


Poster Annual Published 

A new Poster Annual, contain- 
ing a collection of best designs in 
outdoor poster and painted display 
media, has been published by 
Outdoor Advertising Inc., New 
York, and is scheduled for limited 
distribution to advertisers, agen- 
cies and selected art schools. 


Cockshutt Names Robins 

W. K. Robins has been named 
advertising manager of Cockshutt 
Farm Equipment Ltd., Brantford, 
Ont. He has been with the 
company’s advertising department 


since 1949. 
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So a ee 


Whats up 
in Milwaukee? 


BANK CHECK TRANSACTIONS IN MILWAUKEE WERE UP 2.2% in the first five months of 1958 over the same period in 1957. ($70 
million a day includes a lot of buying of everything.) 


MILWAUKEE JOURNAL CIRCULATION WAS UP IN MAY with the largest daily average in history (370,647 copies) and a Sunday 
record for the month (500,424 copies). 


WE'RE STILL DOING BIG BUSINESS IN MILWAUKEE, with nearly 500,000 employed in the Metropolitan Area—and practically all 
of them read The Journal. 


THE MILWAUKEE JOURNAL— Read in 9 out of 10 homes in the Metropolitan Area. 
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The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


Mexican Agencies Story Gets Additional Background 
from Historian Who Was on the Spot 


To the Editor: The report on the 
Mexican agencies (May 19) was 
an excellent public relations job, 
for it swept a lot of dirt under the 
rug. It was a pretty sad job of re- 
porting by ADVERTISING AGE stand- 
ards. 

As Bob Benjamin well knows, 
Ed Noble no more founded Noble 
Advertising in 1948 than he found- 
ed Macy’s in 1498. 


s In the spring of 1948 I was still 
exec vp of the RKO—Churubusco 
Studios of which Emilio Azcarraga 
is president. Ryland Madison (an 
associate of mine who put up the 
money), Ed and I formed Advertis- 
ing and Administration S.A. with 
each of us owning 30% and my 
personal attorney, Horacio Casasus, 
10%. In July of 1948 I formally 
joined the agency and _ shortly 
thereafter Ed and I acquired 
Madison’s interest. 
Procter & Gamble was then en- 
tering the Mexican market and 
while we did considerable market- 
ing work for them, we did not 
handle any advertising. In 1950 
Procter & Gamble switched from 
D’Arey to Guastella-McCann- 
Erickson. As of January, 1951, I 
sold my interest in Advertising and 
Administration S.A., which I then 
controlled, to Ed Noble and at the 
request of Procter & Gamble went 
to McCann as the executive vp. 


s It was probably the most ridicu- 
lous rat race in international ad- 
vertising, for McCann did not then 
control its own child and I drowned 
at a Guastella family picnic. 


Procter & Gamble departed from 
McCann and at my request and 
recommendation moved its adver- 
tising to the (by then) Noble Ad- 
vertising and its outside marketing 
activities to Merchandising and 
Marketing S.A. (now the Inter- 
national Research Associates af- 
filiate), the company I formed in 


1952 for that purpose. I was presi-| 


dent and principal stockholder, 
Ralph Johns was vp, and Ed Noble 
a minority stockholder. 

It was interesting to read that 
the agency is known as “No Man’s 
Land” and well it should be, for my 
secretaries at the studios, Carmen 
Esperon and Lupe Valenzuela, re- 
signed to staff and manage the 
business and when it faltered, in- 
vested their own money to help 
keep it alive. They were indeed the 
spokes of the wheel. 


s This is in no way to deprecate 
Ed’s ability or achievements. I 
have always, and do now, recom- 
mend his as the agency in Mexico. 
However, it is a long, way from 
having been his personal creation 
or property or the accounts men- 
tioned, his accounts. 

If Bob Benjamin wishes to ignore 
history, that is fine; if he wish- 
es to alter it, he is in the wrong 
business. I will greatly appreciate 
it if you will correct the record ac- 
cordingly for the above is on the 
books to stay. 


Charles Woram, 
Marketing Coordinator, Sor- 


ensen & Co., South Norwalk, 
Conn. 


Sylvester sees Red 
and “Hippity Hops” to new sales peaks! 


Sylvester Scott, Jr., juvenile market timebuyer, credits | 
soaring client’s sales to WJAR-TV’s unique children’s pro- 


gram, “Hippity Hop, the Cartoon Cop” —a typical ex- 


ample of WJAR-T 


’s highly effective creative approach 


to special programming. 


In the PROVIDENCE MARKET | 


WJAR-TV 


is cock-of-the-walk 
in creative programming! 


ol 


REPRESENTED BY EDWARD PETRY & CO., INC. 


Direct Mail to Supplier: 
‘Reverse Public Relations’ 

To the Editor: We’ve all heard 
of the many ways manufacturers 
attempt to cement good relations 
with their distributors. We know, 
because we are retailers. But how 
often is this public relations pol- 
icy reversed, with the retailer 
aiming a direct mail piece at their 
manufacturer-supplier friends? 
Shall we call it “Reverse Public 
Relations?” 

We are enclosing just such a 
mailing piece. One which went into 
the mail this week to some 2,000 
manufacturers and suppliers who 
deal directly with the 18-store 
Gasen Rexall drug chain, St. Louis’ 
largest. 

The theme of this progress re- 
port is “When You Look to St. 
Louis ... Look to Gasen Rexall 
Drugs.” We believe this mailing 
piece will in some large way indi- 
cate to the people with whom we 
have done business for so many 
years how Gasen’s has grown in 
the St. Louis market, and what a 
great influencing factor we are in 
their sales pictures. 

Implicit in the mailing piece is 
a silent “Thank You” for produc- 
ing products which satisfy the in- 
exhaustible consumer demand 
for, as our friends from Du Pont 
say, “Better Things for Better Liv- 
ing.” 

We hope by submitting this 
idea, it may be used to good ad- 
vantage by others in helping to 
prove that the manufacturer-re- 
tailer relationship is indeed a two- 
way street. 

Marvin S. Silberman, 
Advertising Manager, Gasen 
Rexall Drug Stores Inc., St. 
Louis. 

. 8 
Calls Hobbs a ‘Tonic’ 

To the Editor: Whit Hobbs’ ar- 
ticle (AA, June 2) is an invigor- 
ating tonic. 

James Cantwell Jr., 

Manager, Sales Promotion, The 

Connecticut Hard Rubber Co., 

New Haven, Conn. 

* * 


e 
Clarifies Circulation Setup 


of ‘The Lima News-Shopper’ 

To the Editor: Regarding the 
story in your June 16 issue on the 
newspaper situation in Lima, O., 
I would like to pass on a few facts 


‘for your information. 


We operated from May 1, 1957, 
to July 1, 1957, under strike condi- 
tions and since that time, in com- 
petition to the Lima Citizen, a 
newspaper born of the strike at the 
Lima News, sponsored by the 
American Newspaper Guild and 
operated with equipment and ma- 


De 
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chinery supplied by the Interna- 
tional Typographical Union. At the 
inception of the Citizen our circu- 
lation was cut from 37,000 to 15,000 
daily, and since that time, we have 
been fighting an uphill battle to 
regain our position in the field. 

Realizing that the old Lima News 
did not cover the market complete- 
ly, and, also, realizing that the 
Lima Citizen and the Lima News 
together did not completely cover 
the market, we started a publica- 
tion called the Lima Shopper in 
August of 1957. The Shopper is 
mailed to more than 60,000 homes, 
and a list of the coverage is en- 
closed with this letter along with 
a mimeographed sheet showing the 
gains we have made in daily, Sat- 
urday and Sunday paid circulation 
since our strike. 

Inasmuch as we do not separate 
the News and the Shopper, in our 
linage figures, I can only give 
them in combination as they are 
sold. The News-Shopper linage 
figures for the 11 months from 
July 1, 1957, through May 31, 1958, 
are: 


Local 7,621,222 
National 702,954 
Legal 71,750 
Classified 2,140,306 
Total 10,536,232 


Since it is impossible to make a 
comparison between May of this 
year and May of last year as to 
linage because of our strike and 
because the Lima Citizen was not 
yet in operation, we can only com- 
pare May figures against April of 
this year for the News-Shopper 
combination and the Lima Citizen. 
Comparison sheet is enclosed. 

E. R. McDowell, 


Publisher, The Lima News, 
Lima, Ohio. 
* « © 


Laux Was Originator of 
Special Hal!-Page Spread 

To the Editor: I am enclosing a 
copy of a letter we are sending to 
Pflueger and its agency, in regard 
to the special half-page spread 
[shown above] ... We sent you in- 


ee eh a ornare % si s 


pummmth oe Gs oc wees as 


a 


formation about our design patent 
application for this special half- 
page spread layout, together with 
an indication of the use of this lay- 
out for our client, the Wilkins Co., 
in Safety Maintenance, Occupa- 
tional Hazards and National Safety 
News. To the best of my knowledge 
ADVERTISING AGE has not presented 
anything in regard to our original 
preparation of the special half- 
page spread... 
J. D. Laux, 

President, Laux Advertising 

Inc., Ithaca, N. Y. 

AA does not recall receiving the 
material that Mr. Laux sent in, 
but is happy to print the informa- 
tion that Laux Advertising has 
made a design patent application 
for this type of layout. 


* 
Couple of Senile Admen 
Comment on Teen-Age Agency 

To The Editor: The AA article 
(June 9) on the 15-year-old agency 
head was most interesting and 
certainly provocative. In my near- 
senile condition, I almost viewed 
it lightly. For example: if you wish 
to sell a low-income group, then 
consult an agency paying sublimi- 
nal salaries. 

However, I first discussed the 
article with my son Eric—he’s just 
turned five years old. Eric agreed 
wholeheartedly with Mr. Tarter. 
In fact, he said: “And when you 
want to sell the pre-kindergarten 
set, don’t rely on a doddering old 
teen-ager. What do they know of 
our needs and wants?” 

Eric decided that specialization 
is the key word, and is opening his 
own agency—researching the pre- 
school clique. He does hope, how- 
ever, that once admitted to school, 


his agency will receive 1-A recog- 


nition. 
Milton Riback, 


Milton Riback, Public Rela- ~ 


tions, New York. 


- 

To The Editor: The implications 
of the article you printed on 15- 
year-old agency head Fred Tarter, 
“only a teen could understand 


BUILDING 
A GREAT NEWSPAPER 


. ee 
NEARING COMPLETION, the new printing plant of THE BUFFALO EVENING NEWS paces -~_ 
rapid regional growth with fastest and most advanced newspa 
The new plant covers an area equal to two entire football 


r production equipment available today. 
Ids, at the junction of the Niagara, Erie 


and Ontario divisions of the New York Thruway, at the center of Buffalo’s fan-like arterial street system. 
Fast Delivery. On these modern highways, editions of THE NEWS will speed from the mechanized 
mailroom throughout the city and environs in mere minutes. News will be fresher and newer in 


THE NEWS. 


Advertising in Color. Up to eight full color pages in a single edition. 


A Concentrated Market. THE NEWS, with a growing circulation of 300,000, is the area’s ow 
opreiting medium. More than 1,200,000 persons live prosperously in the highly industriali 
et 


Buffalo ropolitan area. 
A Great and Trusted News 


ized 


per. Editorial excellence, complete and trustworthy reporting and feat- 


ures for every reader make THE NEWS a great newspaper and community leader. 


BUFFALO EVENING NEWS 


KELLY-SMITH 


CO.-—National Representatives 


WESTERN NEW YORK’S GREAT NEWSPAPER 
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teens,” in your June 9 issue, are 
enormous. 

No doubt Mr. Tarter was super- 
vised in kindergarten by a six year 
old, learned fishing from a three 
year old bass, and was delivered by 
a zero-year-old doctor. 

Richard D. Groberg, 

Advertising Manager, Hussco 

Shoe Co., New York. 


- + © 
Drycleaners’ Slogan I. 
Doing the Job se P 


To the Editor: Re: “Expensive 
Suggestion,” [Copeland letter] in 
the May 26 issue of “Voice.” 

Our advertising slogan ‘Wear It 
Twice, It Dry Cleans Nice,” was 
inspired by a desire to emphasize 
the need for FREQUENT, REGU- 
LAR use of drycleaning. Never be- 
fore had our industry attempted to 
answer the obvious question of 
“When should clothes be dry- 
cleaned?” 

Our ungrammatical but euphon- 
ious slogan is apparently doing the 
job, as evidenced by Mr. Cope- 
land’s own remark “Me, I think 
I’ll wear it thricely.” He, too, se- 
vere as is his criticism (nay, re- 
buke), has already been influ- 
enced to think of his persunal need 
for drycleaning services on a reg- 
ular, frequent time schedule of 
“thrice”—a conscious non-con- 
formance where previously he had 
no conscious point of reference. 

What would Mr. Copeland have 
remarked had we used the addi- 
tional line, suggested by an over- 
zealous partisan who submitted as 
a second line to our present slogan, 
“Wear it longer, you couldn’t be 
wronger” (sic)! 

Ben Rosenfield, 

Executive Director, Chicago 

Dry Cleaners Assn., Chicago. 


e * * 
Graduating at Last 

To the Editor: The enclosed is 
from the May 27 Chicago Sun- 
Times and I think it is a beauti- 
fully wry adjacency. My first 
thought after reading the head- 


wal — 
’ She graduates this week! § 
.” Make it wonderful 
and memorable with 
graduation 


flowers 


line “She graduates this week!” 
was—“And it’s about time!” 
Joanne Hamilton Vinik, 
Chicago. 
& e 7” 
Nix on the ‘Sophomoric’ 

To the Editor: Regarding the 
statements of Lawrence G. Chait 
in your May 12 issue, I would 
like to make the following com- 
ments. Please understand that I 
mean no disrespect, but wish 
merely to state an opinion. 

Because I am 16 and a soph- 
more, I do not feel that the de- 
rogatory way in which “sophomor- 
ic” was used is by any means a 
compliment. 

If the slogan, “You auto buy 
now” is sophomoric and insulting, 
how does Mr. Chait account for 
the fact that car sales have gone 
up since this particular campaign 
began? The people are raising 
those sales and therefore is Mr. 
Chait not insulting the intelligence 
of the American people, if only in 
an indirect manner? 

Concerning the “Promise her 
anything... but give her Arpege” 
slogan, I believe it is an uncalled- 
for criticism of Lanvin to say 
nothing of the many, many teen- 
agers who have not only listened 
to and bought the record of 
“Promise her anything... but give 
her love,” but who also have sung 
the song ever since it became pop- 
ular. 

The article in mind may state 


Mr. Chait’s personal opinion, but 
I can think of no valid reason 
for publicly insulting so many 


people. 
Elaine P. Sloan, 
Phoenix. 


* s . 
Agency Exhibit Contributes 
to Professional Standards 

To the Editor: Although we had 
not sought personal publicity in 
our efforts to highlight the crea- 
tive work of the medium size 
agencies, we should be something 
less than human not to express 
our very sincere appreciation of 
your editorial entitled, “Cheers 
for Anderson & Cairns” in the 
June 9 ADVERTISING AGE. 

There is no doubt that this will 
reflect a great deal of credit upon 
our agency, and we hope that it 
will also reflect equal credit upon 
the other 33 fine organizations 
whose work is on display in our 
lobby. 

We at Anderson & Cairns are 
very proud of the business we 
are in. Since we only go this way 


once, we should all like to feel 
that we are making some small 
contribution to the professional 
standards as well as to the ethical 
standards of the business which 
has been very good to us all. 
Thank you again for your en- 
couraging editorial. It indicates to 
us that perhaps we are on the 


right track. 
John A. Cairns, 
President, Anderson & Cairns 
Inc., New York. 
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Says Abuses of Co-op Funds 
Were Behind Sipes Ad 

To the Editor: Your “Smart 
Alecs Aren’t Smart” editorial 
(June 9) prompts a rare reply. 

The real significance of the 
Sipes of Tulsa ad referred to was 
either unknown to or ignored by 
your editorial writer. 

The point, as I sée it, is not that 
a retailer in Tulsa or elsewhere 
makes fun of cooperative advertis- 
ing. Rather, the reason for making 
fun of such ads as the one Sipes 
ran with tongue in cheek, goes 


deeper. 

I've been on various sides of the | 
co-op scene: as a newspaper ad-| 
man, an appliance manufacturer | 
ad manager, an agency account ex- | 
ecutive and owner. For many years 
I have known what your editorial 
man must also know (or should): 
that some retailers use co-op funds 
to pay them a profit on their ad- 
vertising. 

The formula started with news- 
papers, as far as I know, whereby 
double billings involving local vs. 
national rates more than covered 
—from manufacturers—the local 
retailer’s total costs. It proliferates 
in radio, through purchase of time 
locally at package rates, hours 
sliced into five-minute programs at 
the one-hour rate, etc., netting a 
“healthy spread” for the retailer. 

Sir, the real point is that certain 
retailers in every important mar- 
ket use these techniques to further 
their businesses. They do so, more- 
over, with the willing connivance 
of manufacturers who—in some in- 
stances I know of from my own 
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| experience—pay 100% of the cost 


| plus production expenses for news- 
paper ads. 

Certain other retailers, such as 
| Sipes, take exception to the worst 
‘abuses of this system, such as the 
grocery or drug chain whose ad is 
10% heading, 10% signature, and 
80% little co-op mats. I don’t 
blame Sipes. Neither should your 
editor. Point the finger where it 
belongs: at the manufacturer and 
the media and the retailer who 
abuse cooperative funds. 

George Burtt, 

George Burtt Advertising, Hol- 

lywood, Cal. 


es * 
Publishers Entitled to Break 

To the Editor: I want to compli- 
ment you on your editorial on Page 
1 (AA, May 19), “Brake on Pro- 
motional Efforts.” 

With the taxes that publishers 
pay I think they are entitled to 
some consideration. 

J. G. Taylor Spink, 

General Manager, The Sport- 

ing News, St. Louis. 


New facts... new figures... new Textile World 


A new type of financial structure is 


Conditions 


taking over— 


the big, highly organized, 


marketing-conscious organization. 


Fewer, but more alert, “new look” 
mills now make-up the industry. New 
skills — modern technology has become 
an absolute must for profits. 


NEW NAMES ON MANAGEMENT DOORS 
New, younger textile men — better edu- 
cated, more enterprising, scientific. 
A new attitude is at work—more criti- 
cal, progressive . . . broader responsi- 
bilities create as much concern with 
“Why?” as with “How?” 
New multiple-management is ob- 
solescing the paternalistic 
: “proprietor” operation. 
A new buying pattern . 
4g the one-man-buyer is beieg 
supplanted by modern com- 
mittee and group buying. 


A NEW TEXTILE WORLD... 

Today, it mirrors the new 
man and new market—vividly. 

You can sense it in its more 

aggressive, accelerating 

editorial service. 

You can see it in its new two-sided 
“Know-How — Know Why” editorial 
components . . . “Textile Business”, 
“What’s New in Textile Chemicals”, 
“Fibres, Yarns & Fabrics”. 

New incisiveness, too, in technical 
and operating articles. Shorter, sweet- 
er, put together with no-waste words 
and sharper picture-editing. 

THE BIGGEST “NEW” IS FOR YOU... 
Startlingly, steadily, the new profit- 
odds in the textile market are mounting 
up in your favor. New sales at a new 
low cost... via the new TEXTILE WoRLD, 
the “Know How — Know Why” Pub- 
lication, McGraw-Hill, 330 W. 42nd 


¥ 


St., New York 36, N. Y. @ @ 
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HOW TO CLEAN UP: reach the GET AGE audience. For advertisers, GET AGE homes 
comprise the most valuable audience in America. Because the GET AGE (the years between 
16 and 49) includes families when they’re young and growing . .. when their wants and appe- 
tites are most prodigious. It includes, too, families at the very peak of their earning power — 
who are buying more than they ever will again. GET AGE families spend an average of one- 
third more, per household, than any other age group!* 


“Source: Alfred Politz, “Life Study of Consumer Expenditures,” 1957. **Average audience based only on homes with housewife as classified by A.C. Nielsen. ***Average 
audience, estimated time costs and published talent figures besed on A. C. Nielsen March-April, 1958 (Sunday through Saturday, 7:30-10:30 P. M., NYT). Cost per 
thousand homes per commercial minute for housewife homes (16-49 years of age) based on programming costs prorated to include all AC Nielsen housewife classified homes. 
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TIDY SUM: 73% of ABC-TV’s average audience** is made up of GET AGE homes. Cor- 
responding figures for the other two networks are 66% and 65%. What’s more, cost per thou- 
sand for GET AGE householders on ABC is $4.22. The other two: $4.67 and $5.08.*** 

Household for household, GET AGE families buy far more cleaning aids than anyone 
else. They buy far more home appliances, far more groceries, far more automobiles, far more 
of everything that’s advertised on television. And remember: 
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After Year's Romance with Leisure Image, 


Sweetheart Warms Again to 1¢ Sales 


Los ANGELES, June 24—In to- 
day’s fast and furious toilet soap 
marathon you’ve got to run like 
mad just to keep even with the 
field. 

So it seems to Sweetheart soap 
which, just a year ago, set aside 
its dealing activities, put on a 
trim new metallic package for a 
brand image-boosting campaign 
and broke into a sprint—only to 
find itself “just about holding its 
own” in a faster soap derby. 

It was just a year ago that 
Purex Corp., which acquired 
Sweetheart from Manhattan Soap 
Co. in mid-1956, undertook con- 
version of the soap from a coupon- 
ing, perpetually price dealing 
“cheap deal” soap into a leisure 
luxury item (AA, June 3, ’57) in 
hopes of improving its 4% to 5% 
share of market. 

Out went the l1¢ sales, the 50% 
off deals and the coupons. Sweet- 
heart decided to befriend the 
housewife’s inner drive for a 
break in her busy day, for mo- 
ments of relaxation in the bathtub. 


= Now, a year later, Sweetheart 
is again advertising 1¢ sales, plans 
a contest campaign in August and 


September (AA, June 16), a sale 
deal in the fall and some other 
kind of promotion—perhaps cou- 
pons—early next winter. 

The 1¢ sales came back in April 
and May, heralded by half pages 
in newspapers in 90 markets and 
later backed by a spread in the 
May 19 Life (which also intro- 
duced pink Sweetheart). The June 
16 Life carries a color page push- 
ing the 1¢ sale, as will Life and 
Look ads early in July. 

The contest, a _recession-ori- 
ented promotion offering to pay 
all the winner’s personal debts 
(up to $25,000), is far off beat 
for Sweetheart, since it makes no 
reference to the new leisure lux- 
uxy image. 

Supporting the contest will be 
two-color spreads in Life, Look, 
Parade, This Week and four inde- 
pendent supplements. Point of sale 
material lined up includes basket 
cards, banners, shelf talkers, stack 
ecards and contest entry blanks. 


« These promotions aren’t really 
backtracking, according to Cloyde 
Howard, Sweetheart ad manager, 
because Sweetheart never intend- 
ed to completely abandon them. 

When Purex took over Sweet- 
heart from Manhattan, he told 
ADVERTISING AGE, price deal pro- 
motion was about all Sweetheart 
ever got. The result, as research 
by Edward H. Weiss & Co., Chi- 
cago, determined, was that house- 
wives thought of the soap as a 
“cheap deal” soap and little else. 

What Purex has been trying to 
do in the past year, he went on, is 
to give the soap an image that 
could both stimulate sales on its 
own merit and increase the value 
of occasional deal offers. Hence, 
he noted, the solid year of nothing 


+eombined —with 


but image promotion, being ol aay 


lowed now by image promotion 
oceasional price 
deal and contest promotions. 
As for any thought of dropping | 
deal promotions altogether, no 
soap today can possibly do it and} 
survive, he pointed out. Almost all | 
other soaps are dealing periodical- | 
ly, he said, and Sweetheart will do 
so too—periodically. 


® In retrospect, said Kent West- 
rate, Sweetheart account execu- 
tive with the Weiss agency, the 
Sweetheart image-elevating cam- 
paign of the past year, far from 
increasing the soap’s market share, 
has just managed to keep what 
share (4.3%) it had. But in a year 
when Dove and Zest zoomed in to 
take at least 10% of the market 
between them, not to mention the 
intensified merchandising by al- 
most all other toilet soaps, holding 
one’s share of market, he pointed 
out, is something of a major 
achievement. 

As far as the brand image 
elevating operation is concerned, 
“preliminary indications are that 
the campaign is succeeding,” Mr. 
Westrate said. But simultaneously 
increasing price deal promotions 
by other soaps, he said, have 
hastened Sweetheart’s return to 
its old haunts. 

And in so doing, he pointed out, 
Sweetheart’s image elevating has 
the effect of increasing the appeal 
of its 1¢ sales, evidenced, he said, 
by marked sales gains in the past 
two months. 


= Sweetheart’s new 1¢ sales are 
to run only for about two months, 
not six to 12 months as they did in 
the old days when they used to 
follow on each other’s heels. 
Another switch initially planned 
for the new l¢ sale promotions 
was use of local ads, mostly in 


newspapers, to handle the sales 


Sweetlleart 
Sweet Heart Seap...new on 
fuscemas park and crearny w hate lle sale 


@ perfect Hime te diormwer 


DOUBLE DUTY—With this color page 

in the June 30 Life, Sweetheart 

will both continue its brand image 

program and promote sales with 

a l1¢ sale offer. Edward H. Weiss 
& Co., Chicago is the agency. 


promotion while the national 
magazines would handle the image 
promotion. 


= It has since been decided that 
this might confuse the consumers, 
hence the magazine ads now do 
both jobs. The top two-thirds of 
the June 16 Life ad show Sweet- 
heart’s now-familiar gal in a bath- 
tub in a jungle setting while the 
1¢ sale pitch is kept in the lower 
right hand side supported by soft 
copy: “To make it even easier for 
you to enjoy graceful, fragrant 
Sweetheart soap, you can now buy 
three bars at the regular price and 
get the fourth bar for just 1¢.” 

Another switch in the offing at 
Sweetheart is a shift away from 
woman’s magazines to general 
magazines. According to Mr. West- 
rate, women’s magazines were 
effective for introducing the new 
brand image. But promotion sup- 
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port is what Sweetheart needs 
|}now, he said, and general maga- 
| zines, with their greater frequency, 
are expected to lend the needed 
“sense of immediacy and inten- 
sity.” 

Sweetheart is now completely 
out of network tv, having dropped 
|Perry Mason (CBS-TV) earlier 
this year, and expects to use only 
occasional spot tv. 

Sweetheart spent about $1,700,- 
000 in advertising in 1957 and is 
spending roughly that amount this 
year. Weiss & Co. has been han- 
dling the account since Jan. 1, 1957, 
when it acquired it from Scheideler 
& Beck, New York. + 


Canadian Poster Ad Assn. 
Elects Hook President 

Watson Hook, president of Hook 
Signs Ltd., Calgary, Alta., was 
elected president of the Poster Ad- 
vertising Assn. of Canada at the 
group’s annual convention. Mace 
Mair, Toronto, was reappointed 
general manager, and A. J. Tilton, 
Toronto, secre- 
tary-treasurer,. 

Other officers 
elected include 
W. T. Sutton, E. 
L. Ruddy Co. 
Ltd., Toronto, 
honorary presi- 
dent; J. C. Latch- 
ford, E. L. Ruddy 
Ce.,. and. J. a 
Gould, Gould- 
Leslie Ltd, 
Brantford, vps; 
and Mrs. G. C. Rundle, C. E. Mar- 
ley Ltd., London, honorary secre- 
tary-treasurer. During the confer- 
ence plans were advanced for an 
international congress of outdoor 
advertising to be held July 11 to 16, 
1960, under the auspices of the 
British Poster Advertising Assn., 
the Outdoor Advertising Assn. of 
America and the Poster Advertis- 
ing Assn. of Canada. 


Watson Hook 


*Estimated 


N ewport News and Warwick brought the population of the NEW and 
GREATER NEWPORT NEWS to 120,418, according to latest reliable 
estimates ... making it the THIRD LARGEST CITY IN VIRGINIA! 


This merger emphasizes a point known to alert space buyers for the 
past several years — the Newport News-Hampton-Warwick Metro- 
politan Area is a single market, and a lush one at that. The Metropolitan 
area includes the contiguous City of Hampton, and is recognized by 
both the ABC and the Census Bureau. Estimated Population of this 
area for 1958 is 207,774... by far and away the third largest Metro- 
politan Area in Virginia! 


On the heels of $26,310,483 in building permits in 1957 (up 23% over 
56) for Newport News, Hampton, and Warwick, these cities are con- 
tinuing their phenomenal construction boom at the rate of more than 
two million dollars a month during the first part of 1958. 


Newport News, Virginia 


Now it’s official . . . you can add another name to your list of cities 
topping the 100,000 mark. On July 1 the merger of the cities of 


THE CITY THAT GREW 184 7o* OVERNIGHT / 


July 1, 1958 
120,418 (est.) 


1950 Census 
42,358 


Due 


sales activities in this ex- 
panding Greater Newport 
News market, the news- 
fan sai serving this area 
ave racked up gains in 
advertising FOR EACH 
MONTH OF THE FIRST 
FIVE MONTHS OF 1958 

. truly a remarkable 
performance that reflects 
tremendous sales growth! 


Mail 4vess and TIMES-HERALD 


to the intense retail 


Special Representatives: 
SAWYER-FERGUSON-WALKER CO. 
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Jet Age Fashions 
Theme of Manhattan, 
Boeing Tie-in Drive 


New YorK, June 24—“Fashions 
and fabrics for the jet age” will be 
the theme of a fall campaign to be 
co-sponsored by the Manhattan 
Shirt Co. and the Boeing Airplane 
Co., Seattle. 

The dual effort will promote the 
new Boeing 707 commercial jet 
transport and Manhattan’s wash- 
and-wear clothing “inspired by the 
707.” 

The campaign will get under 
way in November and is tentative- 
ly set for a six-month run. Color 
spreads will run in a minimum of 
15 consumer magazines, and news- 
papers will be used in about 41 
major cities and 40 secondary mar- 
kets. The trade campaign will run 
in 20 to 25 business papers. The 
ads will be photographed in Boe- 
ing’s Seattle plant. 


= Merchandise to be featured by 
Manhattan will include shirts, 
sportswear, underwear, pajamas, 
neckwear, knitwear, handker- 
chiefs and Lady Manhattan shirts. 
Special promotion will go to Man- 
hattan’s Mansmooth line of 100% 
cotton drip-dry shirts. 

Point of purchase material will 
include “jet mobiles” for window 
and interior use and at least 7,000 
color posters. Display racks for 
Manhattan merchandise will be 
miniature airplane loading ramps. 
Booklets telling the story of the 
707 will be distributed, and all 
Manhattan packaging will play up 
the jet age angle. 

Boeing is providing model planes 
for large department stores and | 
trade shows, and 707 dashboards) 
will be furnished for itinerant | 
displays in some of the larger re- 
tail outlets. 

As pre-promotion mailing pieces, 
the manufacturers plan to send 
out assembly kits of the new jet 
transport to store buyers, repre- 
sentatives, etc. In a display contest 
for stores, the prizes will be ten 
die-cast flight models of the Boe- 
ing 707 in flight, mounted on an| 
ashtray base with a shield. 

The idea for the promotion was | 
originated by Maybruck Associ- 
ates, working with Peck Adver- 
tising, the agency for Manhattan, 
and Calkins & Holden, Boeing’s 
agency. + ; 


“Without any reservation I can tell 
you that The RIFLEMAN is the best 
in producer per dollar our 
client has ever used—and one of 
the best our agency has ever seen. 


“I don't believe there is any ques- 
tion but that your readers read 
carefully every page—and prob- 
ably every word, on every page!” 

(Name on Request) 
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Maxon Seeking New Chicago 
Offices: Denies Shutdown 

Maxon Inc. is seeking new quar- 
ters for its Chicago office, and de- 
nied rumors that it was planning 
to close the Chicago office as a re- 
sult of losing its share of the Hot- 
point Co. account (AA, June 9). 

The Chicago office is head- 
quarters for the agency’s outdoor 
department, and also services 
portions of Magnavox, Clark Can- 
dy Co., LaChoy Food Products and 
other accounts. There has as yet 
been no personnel cutback as a 
result of the Hotpoint loss, the 
agency said. 


Ayer Appoints O'Reilly, 
Gallagher to Detroit Staff 
Richard T. O’Reilly has rejoined 


N. W. Ayer & Son in the agency’s 
Detroit office as supervisor of serv- 
ice on the Plymouth account. For 
the past two and a half years he 
has been a vp of Kenyon & Eck- 
hardt. Mr. O’Reilly formerly was 
with Ayer from 1946 through 1955, 
working on the media selection 
staff, in plans-merchandising and 
as a service representative. 

Ayer has named Edward G. Gal- 
lagher head of the creative group 
in the Detroit office. Mr. Gallagher 
joined Ayer in 1950, and has been 
a member of the copy department 
in Philadelphia. 


Biddle Names Bach VP 

Biddle Advertising Co., Bloom- 
ington, Ill., has appointed I. Wood- 
ward Bach vp of operations. Mr. 


Bach joined Biddle in 1947 as pro- 
duction manager, later was traffic 
manager. More recently he has 
been assistant manager of the 
agency. Biddle also has elected Ed- 
ward H. Russell and Donald P. 
Carter, both vps, to its board. 


Society For Visual Education 
Names Fick, Baker Agency 
William J. Fick has been named 
director of advertising of the So- 
ciety for Visual Education Inc., 
Chicago. Mr. Fick previously was 
catalog advertising supervisor of 
Montgomery Ward & Co. 
Simultaneously, SVE announced 
that it had named Erle Baker Ad- 
vertising Co., Chicago, to handle 
its advertising. Alex T. Franz Inc., 
Chicago, is the former agency. 
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Appoints Warwick & Legler 
Warner-Lambert Pharmaceuti- 
cal Co., Morris Plains, N. J., has 
appointed Warwick & Legler, New 
York, to handle a new proprietary 
scheduled for marketing this fall. 
The agency already handles Bro- 
mo-Seltzer for Warner-Lambert. 


Humphrey's Names Badillo 

Humphrey’s Medicine Co. has 
appointed Publicidad Badillo, New 
York, to handle its international 
advertising and advertising to 
ethnic groups in the U. S. 


Fenton Elected Director 

Robert L. Fenton, circulation di- 
rector of Street & Smith Publica- 
tions, New York, has been elected 
a director of Select Magazines Inc., 
magazine distributing company. 


U8 wins respect where it counts the most 


= 
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Automotive service is our business 
...service to the automobile dealer...to the dealer’s 
service manager...to the garage man...and to the 
automotive repair trade. 


Do readers of MOTOR appreciate this service? There’s 
one simple way to judge: by paid circulation. The 
growth of MOTOR’s all-paid circulation over the past 
eight years is unmatched in the field. 
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Recognition of a job well done comes from another 
source, too—in the form of Industrial Marketing 
Awards. MOTOR won an Industrial Marketing award 
for excellence in 1952... again in 1956. . . again 
in 1957 . . . and in 1958, MOTOR was honored with 
two Industrial Marketing editorial awards. 


INDUSTRIAL MARKETING EDITORIAL AWARDS 
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MOTOR’s all-paid circulation is among the men who 
sell and service the sixty-odd million cars and trucks 
on U.S. roads today. 


Automotive men pay to read MOTOR because they 
find the editorial pages help them to do service and 
repair jobs quicker, better and more profitably. In 
short, there’s “something in it” for them. They read 
the advertising in MOTOR with the same searching 
attention for essentially the same reason—they’re 
looking for facts, for new methods and ideas, for 
new products they can put to work. 


The readers of MOTOR form an enormous market for 
automotive parts, tools, equipment, accessories and 
supplies. Your sales message reaches them most ef- 
fectively where they “‘work’’—in the pages of MOTOR. 


MOTOR 


The “how to”’ magazine 
of sales and service 


250 West 55th Street, New York 19, N.Y. 
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June Pages and Linage in Farm Publications | 


Current Figures for U. S. and Canadian Publications Reporting to Advertising Age | : 


Commercial Dis- tod Mie. 1% 
play Excluding —— i 
Poultry, Classified Poultry, Classified | . 
and Livestock, — " 
a ae _ Livestock, and Livestock, 
-— Total Advrtisinn, in Pages———. ———Total Advertising, in Lines———, in Lines | 7—Total Advertising, in Pages——. —-——Total Advertising, in Lines, in Lines 
= — dan.-June Jan.-June June June = Jan.-June Jan.-June June June | May May Jan.-May Jan.-May May May Jan.-May Jan.-May May May 
958 7 1958 1957 1958 1957 1958 1957 1958 1957 | 1958 1957 1958 1957 1958 1957 1958 1957 1958 1957 } 
Farm Magazines | Welles Farmer be sataiees 88.5 919 507.9 532.4 69,354 72,067 398,163 417,452 65,135 67,788 \! 
Capper’s Farmer .......... 41.9 48.9 339.9 411.4 17,988 20,957 145,817 176,466 17,220 20,287 | Westen Fann wt °° «76:2 246 = 82.3 83.7 28,427 26,656 89,278 90,874 27,965 26,166 lf 
Farm & Ranch—Southern Agriculturist: | H#Reguiar Editi 7 2 th 
H#Southeastern Edition .. 30.5 31.9 242.0 253.6 13,092 13,717 103,821 108,798 11,972 12,723 deolorado Editen 58 26.0 156.7 161.5 20,265 20,396 122,858 126,661 16,823 17,137 Al 
Southwestern Edition ... 30.5 33.1 240.3 268.3 13,077 14,199 103,123 115,115 12127 13,056 Average 2 Edition 296 287 iss.4 isae asaee msis usoee a6 384 19.806 19119 
Average 2 Ealtions suadide 30.5 32.4 241.1 259.3 13,093 13,905 103,446 111,262 12,031 12,852 | Wisconsin Agriculturist & Farmer 60.7 621 3655 582.1 47.601 48,660 286516 209381 46.282 mae 
#Central Edition ....... 73.4 62.6 521.5 580.8 31,494 26,866 223,728 249,153 30,680 26,196 ., "otal Group ......... ++, 10484 10613 56121 5,720.4 808,161 815,774 4,293,474 4,385,443 734,732 750,277 
#Eastern Edition ....... 69.2 63.6 468.8 593.7 29,706 27,294 201,102 254,717 28,892 26,624  * Not included in totals. f Split into separate editions starting with the May 1958 issue. 
#Southern Edition ...... 624 585 398.0 541.9 26,776 25,079 170,763 232,496 25,962 24,409 | F # 
#Western Edition ....... 72.3 7l1l 496.7 612.6 30, 513 213,091 262,818 30,182 29,843 | i i 
Average 4 Editions ...... a3 «G40 A7L3 «5823 29743 27438 202171 249.796 28929 26768 | + Cee Linage Trend Fiswes in thousands 
Progressive Farmer: } 
#Carolina-Va. Edition ... 63.1 87.4 521.0 633.7 42.982 59.420 354,299 430,927 41,305 57,869 }, 
#Ga.-Ala.-Fla. Edition... 63.7 85.4 524.7 2.6 43,328 58,045 356,823 430,145 41,790 56,636 . 
Sky.-Tenn.-W. Va. Edition 59.4 78.6 480.6 589.5 40,363 53,436 326,822 400,855 38,740 52,113 MAGAZINES MONTHLIES 
#Miss.-La.-Ark. Edition .. 62.0 82.9 485.6 593.9 42,157 56,402 330,217 403,823 40,833 55,315 1958 1958 
#Texas Edition ........ 62.4 86.0 498.1 616.5 42,463 58,495 338,683 419,229 41,039 56, JUNE {32 ] JUNE 
Average 5 Editions ...... 621 841 5020 613.2 42,299 57.159 341,369 416,996 40,741 55,780 | 477 ae 
Successful Farming ....... 65.3 65.8 0 570.4 29, 626 207,438 256,697 28,972 29,276 MA 
Total Group ............ 269.1 295.2 2,015.3 2,436.6 132,446 149,085 1,000,241 1,211,217 127,893 144,963 v MAY | 579 | 
ZNot included in totals. 1957 1957 
Monthlies a 149 JUNE 
Agricultural Leaders’ Digest . 61 7.9 as ons i= Ry 20.30 30.790 2,652 3,403 a | 
American Fruit Grower ..... 29.2 24.1 7 200. i 414 782 487 12,272 10,075 
American Poultry Journal: SEMI-MONTHLIES BI-WEEKLIES WEEKLIES CANADIAN 
#Eastern Edition ....... 21.0 208 166.3 199.7 9,018 8,936 72,378 85,790 7,963 8,069 1958 conn 
#Midwest Edition ...... 205 20.3 174.7 197.7 8,794 8712 74,878 84,805 7,796 7,943 193s 1958 
Zsoutheastern Edition... 211 228 1725 201.9 9,054 9,774 74108 86,637 7.236 8,063 | | MAY MAY [104] MAY[243 | MA 
Southwestern Edition... 20.2 229 156.7 196.3 8,682 9,847 67,202 84,238 7,269 8,164 Y 
#Pacific Edition ........ 228 239 163.9 1998 9, 10,249 70,298 85,718 7,083 8,073 [970] APR [260] 
Average 5 Editions ...... 211 221 166.8 199.0 9,079 9,504 71,773 85,438 7,469 8,062 | — ; APR. 1260 _| APR. 
American Vegetable Grower .. 22.8 22.5 196.4 181.9 9,837 9,709 84,846 78,563 9,637 9,582 | 1957 1957 1957 1957 
Arkansas Farmer .......... 12.0 119 97.8 107.0 9,088 9,014 73,927 80,932 8,771 8.737 | | may 
Better Farming Methods .... 22.8 25.1 193.1 211.9 9,796 10,788 82,844 90,890 9,796 10,788 MAY Bley, MAY Beek MAY BEEZ! 
a |||Breeder’s Gazette ........ 128 106 940 95.1 5500 4,770 40,705 44,670 4,882 2,978 
et Broiler Growing .......... 35.6 31.7 220.7 242.7 15,276 13,583 , 104,120 12,269 10,988 
a California Citrograph ...... 20.3 21.4 133.1 138.8 13,664 14,364 89,614 93,338 13,384 14,140 
Be California Farm Bureau Monthly 13.5 12.4 78.5 81.2 10,175 9,352 60,259 71,414 9,726 8,778 : 
The Cattleman ............ 68.4 59.0 473.1 477.0 28,704 27,704 198,638 202,261 10,651 14,375 -—Total Advertising, in Pages——. ———Total Advertising, in Lines, 
Cooperative Digest ......... 7.6 58 413 43.2 3,150 2,436 17,477 17,604 3,150 2,436 June = June Jan.-June Jan.-June June = June Jan.-June Jan.-June June June 
County Agent & Vo-Ag Teacher 23.0 20.7 1765 185.0 9,843 8878 75,598 79,372 9,843 8,878 1958 1957 1958 1957 1958 1957 1958 1957 
Electricity on the Farm .... 11.7 13.8 59.7 71.7 4182 4,926 21,327 25,653 
Everybodys Poultry Magazine 32.2 24.4 199.3 193.7 13,793 10,479 85, 83,110 10,183 6,58 Semi-Monthlies (June) 
es Farm Management ........ 6 154 140.7 133.0 7,978 6591 60,337 56,959 7,978 6,591 
petal seme lorado Rancher & Farmer .. 22.2 23.7 193.7 219.3 16,813 18,045 146,656 166,273 15,770 16,988 
#Oklahoma Edition ..... 36.8 31.7 217.4 258.4 15,797 13,637 93,200 110,878 14,807 12,466 | Pakota Farmer ........... 53.0 47.5 391.4 410.8 41,247 37,267 306,515 322,076 40,538 36,528 
#Texas Edition ......... 31.4 28.9 205.1 245.5 13,777 12,425 88,007 105,353 12,501 11,254 | yous Saryman +. 45.9 511 372.3 364.5 33,439 37,190 271,039 265,369 28,550 32,480 
Average 2 Editions ...... 34.1 30.3 211.2 251.8 14,787 13,031 90,648 108,115 13,654 11,860 | Youaus parmer-Stockman .. 57.8 48.9 368.3 378.9 43,677 37,002 278,465 286,411 38,000 33,390 
Florida Cattleman ......... 56.3 64.0 389.2 404.0 23,678 26,875 163,250 169,733 17,283 18,691 | wote Pg MM tseeevies 65.3 56.6 532.0 548.0 49,419 42,846 402,447 414,369 45,856 38,961 
Florida Grower & Rancher .. 18.5 23.5 175.4 178.6 11,873 15,964 118,612 121,206 10,699 15,093 pore ‘er Benes 3 
Georgia Farmer .......... 97 9.0 749 86.6 7,345 6.806 56,570 65,510 7,251 6,727 $Colorad eatin seeece 201 21.6 1768 183.1 15,806 16,949 138,664 143,610 13,951 14,464 | 
findiana Farmer's Guide... 84 129 99.7 135.5 6,604 10,111 78,137 106,224 4,694 7,553, — — teers 25.3 27.6 239.5 239.5 19,893 21,701 187,828 187,809 17,740 18,922 
Kentucky Farmer ......... 16.3 212 144.2 153.7 12,810 16,640 113,113 120,570 11,927 15,660 | poe corres a se _ 208.2 211.2 17,849 19,325 163,246 165,709 15,846 16,693 
Shistech Greeder dourenl: otal Group ............ 9 4 2,065.9 2,132.7 202,444 191,675 1,568,368 1,620,207 184,560 174,995 
Eastern Section ......... s6— 6s — we 148,250 ——— 1,330 | ztNot included in totals. 620,207 184,560 174,995 
Southern Section ........ 34.0 — = = = — = — — | 
Michigan Farm News ...... 2.4 a . . , 5 , 140 = 5,3: 5,312 | Total Advertising, in P er ee 
Mississippi Farmer ........ 96 78 67.6 80.2 7,269 5904 51115 60,627 6989 5,817 | ta roy ey ee temas ny, cae noo 
; y ay Jan.-May ay May Jan.-May Jan.-May May May 
§Missouri Farmer ......... 120 106 825 67.7 5,029 7,293 34,652 46,399 4274 6,492 1958 1957 1958 1957 1958 1957 1958 1957 1958 195 
National 4-H News ........ 204 17.1 121.7 1214 15.563 7,182 51,108 51,013 8,563 7,182 — 7 
National Hog Farmer ...... 10.2 7.0 73.4 39.7 10,365 7,090 74,795 40,225 9,870 6850 Bi-Wee 
National Live Stock Producer 95 121 888 93.6 6891 8832 64,690 68,142 6608 8154 4 ¢ klies (May) 
Nation’s Agriculture ...... : 84 7.9 55.2 50.5 3,776 3,553 24,824 22,706 ocieens armer-Ranchman .. 68.7 71.8 387.3 414.6 51,974 54,356 292,763 313,491 50,759 53,116 
New Jersey Farm & Garden. 36.7 37.8 283.4 324.3 16,511 17,016 127,546 145,997 14,888 16,601 etertt Farmer: 
Ohio Farm Bureau News.... 7.6 812 581 712 3,430 3,640 26,220 31,124 Northern Edition ...... 58.3 58.2 309.6 311.6 45,102 44,049 234,181 235,664 42,984 42,014 
Poultry Tribune: #Southern Edtion ....... 55.5 54.0 296.0 294.5 42,027 41,195 223,790 223,071 39,993 39,696 
#Eastern Edition ....... 29.1 24.0 236.2 2581 12,477 10,297 101,321 110,730 11,072 8,999 Average 2 Editions ...... 56.9 56.1 302.8 303.0 43,564 42.622 228,985 229,328 41,488 40.855 
#Midwest Edition ....... 321 23.5 236.5 248.1 13, 10,086 101.439 106455 12,536 8,907 “a League News ... 122 144 70.7 76.9 8,895 10,515 51,475 56,067 8,245 10,072 
#Pacific Edition ....... 42.6 385 277.2 284. ,278 16,521 118,904 122,076 12,453 11,871 We GI canis csesecee 137.8 142.3 760.8 794.5 104,433 107,493 573,223 598,886 100,497 104,04: 
#Southeast Edition ..... 35.3 278 2638 278.4 15,136 11,939 113155 119.428 12183 9,469 | #Not included in totals. -_ 493 573,223 598,886 100,492 104,043 
H#Southwest Edition ..... 33.3 26.8 238.9 257.6 14,290 11.515 102,496 110,532 11,624 9,066 
Average 5 Editions ...... 34.5 28.1 250. ’ , ,072 107,464 113,843 11,974 9,663 
Southern Planter .......... 18.0 17.6 153.0 168.6 12,620 12,343 107,085 118,067 12,312 11.928 led ate eer i | 
Tennessee Farmer & Homemaker 11.3 111 102.2 os © ; 80,093 80,346 8,094 7,878 eorgia Poultry Times .... 25.9 66.7 134.7 154.8 26,766 71,092 142 | 
Turkey World .....0..0000 247 341 3035 337.7 10,575 14.628 130197 144856 9,022 12.388 | Iowa Farm Bureau Spokesman 525 $0.3 2783 2647 53108 SLO10 282169 269401 48.970 46315 
Western Dairy Journal ..... 34.8 27.2 236.7 213.2 14,910 11,683 101,202 91,511 9,477 7,063 The Poultryman: , ’ 
Western Fruit Grower ...... 27.7 28.2 216.4 207.6 11,634 11,865 90,888 87,192 11,634 11,865 ational Edition ........ 15.1 188 844 103.4 16,398 20,366 91,585 
Western Livestock Journal: New Jersey Edition ...... 25.9 29.3 146.7 186.6 28,073 31,756 iseies ane 523 18.208 aoe 
Mts. & Plains Edition .... 366 27.2 2741 2241 15,704 11,699 117,623 96,153 6,852 5,941 New England Edition .... 181 19.7 102.4 125.0 19,724 21,405 111,139 135.656 11379 16142 
Pacific Slope Edition .... 55.4 53.0 525.8 498.1 23,800 22,766 225,612 213,685 12,457 10,241 Dixie Edition ...... seoee 15.6 182 97.9 94.9 16,888 19,706 96,174 105,889 9.199 14983 | 
Wyoming Stockman-Farmer .. 36.1 35.0 2416 230.8 27,272 26,488 187,404 181,422 24,291 24,127 ie Star Farmer: ’ \ . , ij 
Total Group ............ 956.5 862.0 7,419.2 6980.5 476,624 443,743 5,768,865 3,550,347 362,366 360,023 anaes Edition ........ 15.0 196 88.2 828 37,028 48,372 217,313 204,108 20,810 29, 
# Not included in totais. + Became a monthly with the April 1958 issue. + Formed by merger in December of the | Missouri Edition ...... 141 19.0 91.1 87.9 34,901 46,876 224,691 216,564 19,445 a3 
Breeder-Stockman and Southern Livestock Journal. § Changed from a 699-line page to a 420-line page in September 70kla.-Ark. Edition ..... 12.2 178 (78.2 77.1 30,113 43,746 192,802 190,019 16,656 27,321 
1957. ||| Changed from a 450-line page to a 429-line page in February 1958. | , Average 3 Editions ...... 41.4 56.4 257.6 247.8 34,014 46,331 211,602 203,563 18.970 28341 
{Western Livestock Reporter. 50.4 45.6 509.7 158.4 48,111 47,166 206,696 148,411 16520 21754 
Total Group ............ 244.6 305.0 1559.2 1,284.4 243,078 308,832 1,292,279 1,372,529 155,952 209.112 


Newspaper Monthly Farm Sections t Changed from a 1,120-line page to a 1,065-line page in June 1957; 


Iowa Farm & Home Register 12.0 22.3 1125 123.1 11,096 11,533 112,557 115,414 10,731 11,140 | m : : 
flows Ferm & Wome Rosie Be 2 gai IOLA 15888 10994 98212 102196 15538 10:346 | ay 1957. # Not included in totals. { Four issues in May 1958; five issues in May 1957. } 
eT rr 349 4922.2 206 214.2 24984 22,467 210,669 216,550 24,269 21,486 
f Changed from a 1,020-line page to a 1,000-line page in August 1957. Dailies (May) 
tCorn Belt Farm Dailies: ; 
es -—Total Advertising, in Pages——, ———Total Advertising, in Lines ———, Chicago Daily Drovers Journal 21.7 28.9 158.5 180.9 46,274 61, ’ i 
May May Jan.-May Jan.-May May = May Jan.-May Jan.-May = May May — tag Pca oe ee 
1958 1957 1958 1957 1958 1957 1958 1957 1958 1957 rovers Telegram ...... 21.9 27.7 155.3 172.7 46,617 58,989 330,530 367 
At Omaha Daily Journal-Stockman 23.3 29.5 179.8 196.1 49,645 62,689 382,671 417,381 Ssere “3721 | 
Semi-Monthlies (May) a" a 14.5 19.0 100.9 124.7 30,775 40,464 231,251 265,370 19,959 28, 
: American Agriculturist ..... 33.3 388 1821 177.6 24,229 28,254 132,667 129,318 22,133 26,028 \... "SEG 105i “SOAS S7aa STL Does Lae ees LasED0 LsaT: — 
: Colorado Rancher & Farmer. 30.0 39.6 1715 195.6 22,741 29,976 129,843 148,228 20,102 27.239 | + Twentyome laws’ in May 1956, twente too isn in Mee tony tit 223,678 1,381,666 1435,270 112,074 149,766 
Dakota Farmer .........-.. 94.2 95.2 3384 363.3 73,916 74612 265,258 284,809 72,704 73,410 = ee 
0 *  olenetanipepgges 782 89.0 478.9 504.8 61,318 69,776 375,440 395,729 56.528 64.937 
Hoard’s Dairyman ........ 61.9 60.7 526.4 312.1 45,087 a4.i74 237,600 228,179 40,039 39,181 | Quarterlies 
Kansas Farmer ............ 345 43.3 7 236.4 26, 942 157,100 179,666 23,871 31,545 
0 ay eel eR 535 52.8 300.3 298.6 41,131 40,592 230,605 229,343 36,438 36.401 | } punished wecteriy: spring, G0 765 ISIS §=—160.0 390.270 35,943 96,625 78.078 ——— ———__- 
Missouri Ruralist ........ "36.9 49.0 227.3 278.7 28,072 37,217 172,761 211,792 25,985 35,230 quarterly; spring, summer, sutume and winter. 
teams Fomerccimse G9 G63 Hoe 39 BRO Bis Dim eM Gee Mae 
Nebraska Farmer ........-. 82.1 5 5 . . 523 57,448 59,152 
New England Homestead... 30.9 381 279.3 188.2 21,614 26,686 195,523 131,707 16,342 21,180 Canadian (May) 
Sits PUREE <chkuces. 0 58.1 59.0 354.9 359.9 44,663 45,320 272,594 276,390 39,900 40,637 Country Ce ckesdeses oe 48.2 46.1 209.5 213.9 34,671 33,199 150,835 154,036 —_—— 
Pennsylvania Farmer ....... 46.6 48.2 285.6 282.8 35,817 37,040 219,346 217,199 32,655 33,272 | Farmer's Advocate & 
Pemnaytesia Pe Canadian Countryman .... 57.8 52.5 249.8 244.9 40,466 36,730 174,893 171,409 34,337 30,660 
#lllineis Edition ....... 883 919 494.8 526.1 64,281 66,903 360,247 383,021 56,043 59,244 | fFree Press Prairie Farmer .. 96.8 119.1 506.7 521.9 101,649 125,087 531,987 547,954 55,041 71,983 
H#Indiana Edition ....... 849 861 488.4 5065 61.823 62.627 355.603 368.739 53.585 54.968 | Le Bulletin des Agriculteurs 67.0 75.3 303.4 325.2 46,898 52,695 211.744 227864 46808 52695 
Average 2 Editions ...... 66 88.9 491.6 5163 63,052 64,765 357.925 375,880 54.814 57.106 | Family Herald ............ 864 865 4048 4016 84,269 84,376 394.722 391.595 60,729 60.199 
ey SF Total Group ............ 4218 437.3 1987.4 1,990.7 378,119 393,941 1,799,288 i.795,856 240,251 255.583 
New York-New England Edition 25.7 —— 25.7 —— 20,135 ——— 20,135 17,124 ———— | Western Producer ......... 6 57.8 313.2 283.2 70,166 "335, "302, : ’ 
—«se%50 —— 19,608 ————_ 19,608 ——— 16,805 ——— | ¢ Four issues in May 1958 and five issues in May 1957. a ee. ae 


Penn.-N.J.-Delmarva Edition 25.0 
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National Sales Executives 
Is Out to Bust Recession 

National Sales Executives has 
launched a nationwide “recession 
busting” contest to find immedi- 
ately 1,000 sales ideas to stimulate 
consumer buying. 179 clubs of 
marketing executives are expected 
to participate. New techniques in 
sales management, advertising, 
sales promotion, etc., are being 
sought. Ideas will be screened in 
the New York office and the best 
published in a manual, “How to 
Increase Sales in A Buyer’s Mar- 
ket.” 

Special prizes will be given for 
the best 25 ideas for increasing the 
effectiveness of marketing man- 
agement; for the best 50 ideas on 
how outside salesmen can increase 
sales, and for the best 50 on how 
inside salesmen can increase sales 
at the point of contact with the 


it type 


Tens of thousands of artists, 
ad men, printers, editors and 
students have discovered the 
Haberule Visual Copy-Caster 
to be the simplest, fastest, most 
accurate copy-fitting tool ever 
devised. At art supply stores 
or order direct... only $7.50 


HABERULE 


BOX AA-245 + WILTON + CONN. 


buyer. Clubs will receive prizes 
dependent on the participation of 
their members. 


Coltrane Joins Becker to 
Head Industrial Division 

R. L. Coltrane, formerly senior 
account executive with Roger T. 
Case Associates, Long Beach, Cal., 
has been named account supervi- 
sor in charge of the new industrial 
division of Max W. Becker Adver- 
tising, Long Beach. 

Joining Mr. Coltrane in the shift 
to Becker are Chainveyor Corp., 
Los Angeles engineer and manu- 
facturer of conveyor systems; Sil- 
ver Line Brake Lining Corp., Santa 
Clara, and Driltrol, Long Beach 
maker of stabilizers for the drill- 
ing industry. 


Farm Book Bows in September 
Agrichemical West, a new 
monthly business magazine for the 
agricultural chemicals industry of 
the 11 western states, will make its 
appearance in September, Richard 
M. Beeler, publisher of Western 
Feed & Seed, has announced. The 
magazine will be published at 1445 
Stockton St., San Francisco. 


Carr Liggett Adds Dill Mfg. 

Carr Liggett Advertising, Cleve- 
land, has been appointed to han- 
dle advertising for Dill Mfg. Co., 
Cleveland, manufacturer of tire 
valves and tire repair materials. 
McDaniel-Fisher & Spellman Co., 
Akron, is the previous agency of 
record. 


MANY 
varieties 
and styles 

of fine type 
i faces are 
y yours at. | 


SERVICE typographers, inc. 


723 S. Wells St. * HArrison 7-8560 + Chicago 7, Ill. 
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PERMANENT BEAUTY—Virginia Metal 
fertiti as a symbol of color that defies time in a color spread cam- 


paign starting in Fortune in July. 


tectural Record will also carry the campaign. Cargill & Wilson, 


Richmond, is 


a ee a i 
Products will feature Queen Ne- 


Architectural Forum and Archi- 


the agency. 


Highway Competition | 
Forces Hotel Ad 
Expenditures Up 


New York, June 24—The hotel- 
man, facing a rising percentage of 
automobile travel, much of it on 
superhighways which by-pass the 
cities—and bring roadside com- 
petition—upped his advertising 
and promotion to an estimated 
$57,000,000 in 1957, according to 
the American Hotel Assn. 

Studies by Harris, Kerr, Forster 
& Co. and Horwath & Horwath, 
hotel accountants, provide the ba- 
sis for estimating advertising out- 
lays of some 14,000 U.S. hotels of 
25 rooms and over. The studies 
show that all types of hotels are re- 
lying more heavily on advertising, 
with residential hotels showing the 
greatest increase with an average 
1957 expenditure of 11.3% more 
than in 1956. Promotion expendi- 
tures for this class of hotels ac- 
counted for about 3% of their total 
income from sale of rooms. (Room 
sales represent about half of gross 
hotel income, AHA says.) 

Resort hotels had a room sales 
to advertising outlay ratio of more 
than 9% for an increase of about 
2% in 1957 over 1956. Transient 
hotels (an arbitrary grouping 
which includes hotels of all sizes 
in large and small cities) chalked 
up a 7.7% increase in advertising 
for 1957 with West Coast ad spend- 
ing running slightly more. Tran- 
sient hotels of 500 rooms or more 
spent about 6% of room sales for 
advertising while hotels of under 
300 rooms spent just under 5%. 


= Estimated advertising-promo- 


tels for 1957 were: 


Residential ........... $4,805,604 
a: 7,866,501 
Transient .......... 44,778,752 


With hotel occupancy running 
last year at 70% of capacity, “inn 
keepers must find new ways of at- 
tracting travelers from the high- 
ways and into their lobbies. They 
are turning in increasing numbers 
to creative advertising techniques 
to help them,” says Maillard Ben- 
nett, president of the American 
Hotel Assn. 

Speaking to members of the New 
York State Hotel Assn., F. William 
Davidson, acting director of public 
information for the New York 
State Thruway Authority, urged 
hotels near new superhighways to 
use spot radio announcements. 

“Virtually all of the radio sta- 
tions along the Thruway aim a 
heavy volume of news, safe driving 
and road condition announcements 
and advertisements at superhigh- 
way motorists, and have found the 
technique very successful,” Mr. 
Davidson said. 

He also urged the hotelmen to 
expand their print advertising to 
include information on highway 
accessibility of their hotels. “Many 
of you already do this,” he said, 
“but I have noticed many instances 
of hotels which do not and some 
of these have a convenient inter- 
change sitting almost in their front 
lobbies.” # 


‘Lite’ Okays Split-Run Ads 

Life, New York, has announced 
it will accept split-run advertising 
in its western area, provided ad- 
vertisers use half-page or larger 
units in the magazine. Best Foods 
Inc., New York, will be first to 
use the new service in the July 14 


tion expenditures by classes of ho- 


issue. 
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—SELF-SUPPORTED TOWER IN THE 
LOCATED AT BROADCASTING HOUSE, KANSAS CITY. 
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Coming 
Conventions 


*Indicates first listing in this column. 

June 29-July 2. Newspaper Advertising 
Executives Assn., summer meeting, The 
Broadmoor, Colorado Springs, Colo. 

*June 29-July 3. First Advertising Agen- 
cy Group, 20th annual conference, Hotel 
Leamington, Minneapolis. 

July 23-26. Advertising Age workshop 
en creativity in advertising, Edgewater 
Beach Hotel, Chicago. 

Aug. 13-14. 3rd Annual circulation sem- 
inar for Business Publications, Edgewater 
Beach Hotel, Chicago. 

Aug. 13-16. Affiliated Advertising Agen- 
cies Network, annual international meet- 
ing, Lord Baltimore Hotel, Baltimore. 

Sept. 5-8. Mail Advertising Service 
Assn., 37th annual convention, Chase- 
Park Plaza, St. Louis. 

Sept. 10-12. Direct Mail Advertising 
Assn., 4lst annual convention, Chase- 
Park Plaza, St. Louis. 

Sept. 15-17. 3rd Annual Newspaper 
R.O.P. Color Conference, Waldorf-Astoria 
Hotel, New York. 

Sept. 22-23. National Business Publica- 
tions, New York regional conference, 
Ambassador Hotel. 

Oct. 2. Advertising Research Founda- 
tion, fourth annual conference, Waldorf- 
Astoria, New York. 

Oct. 5-9. Outdoor Advertising Assn. of 
America, Hotel Sherman, Chicago. 

Oct. 9-11. Pennsylvania Newspaper 
Publishers’ Assn., annual convention, Ho- 
tel Roosevelt, Pittsburgh. 

Oct. 12-15. American Assn. of Adver- 
tising Agencies, western region, 2ist an- 
nual convention, El Mirador Hotel, Palm 
Springs, Cal. 

Oct. 15-17. Point-of-Purchase Adver- 
tising Institute, first national members 
meeting, Hotel Claridge, Atlantic City. 

Oct. 19-21. Inland Daily Press Assn., an- 
nual meeting, Drake Hotel, Chicago. 


Oct. 20-21. Agricultural Publishers 
Assn., annual meeting, Chicago Athletic 
Assn. 


Oct. 20-21. Boston Conference on Dis- 
tribution, Hotel Statler, Boston. 

Oct. 22-24. Life Advertisers Assn., an- 
nual meeting, Queen Elizabeth Hotel, 
Montreal, Can. 

Oct. 23-24. Audit Bureau of Circula- 
tions, 44th annual meeting, Drake Ho- 
tel, Chicago. 

Nov. 10-11. National Newspaper Pro- 
motion Assn., southern regional meeting, 
Barringer Hotel, Charlotte, N.C. 

Nov. 16-19. Broadcasters’ Promotion 
Assn., annual seminar, Chase Hotel, St. 
Louis. 

Nov. 17-19. Southern Newspaper Pub- 
lishers Assn., annual convention, Boca 
Raton Hotel and Club, Boca Raton, Fla. 

Nov. 20. Business Publications Audit of 
Circulation, annual meeting, Hotel Bilt- 
more, New York. 

Nov. 20-21. National Business Publica- 
tions, Chicago regional conference, Drake 
Hotel, Chicago. 


Orhelein Joins ‘True’ 

William Orhelein, formerly with 
TV Guide, has joined the advertis- 
ing staff of True, New York. 


MORE THAN 
ONE MILLION 
VEHICLES 


More than one million truck- 
tractors, trailers and straight 
trucks are operated b 
TRANSPORT TOPIC 
subscribers. These are the 
big vehicles used in inter- 
state operation to haul 
general freight, household 
goods, liquids, autos, just 
about everything that moves. 
TRANSPORT TOPICS 
is the national newspaper of 
these motor freight carriers. 
Subscription rate is $10.00 a 
year; 85 percent of subscrip- 
tions are sold for less than 
two years. A.B.C. net-paid 
circulation averaged 22,743 
(plus 6,200 on Third Monday 
issue controlled list) for the 
six months period ending 
December 31, 1957*. 

*Subject to audit. 

Copy of paper sent airmail on request 


Crausport Topics 


Washington 6, D.C. 


ABC Appoints Four 

Theodore Douglas Jr. and Jack 
H. Mann have joined ABC Radio, 
New York, as account executives. 
Mr. Douglas formerly was with 
NBC Television, and Mr. Mann 
was with WRCA-TV, New York. 
Michael J. Minahan, formerly 
business manager of ABC Radio, 
has been named budget officer of 
ABC Television. Clayton Shields, 
previously assistant business man- 
ager of the radio network, has 


been named to succeed Mr. Mina- 
han. 


McCaslin-Glasser Bows 

McCaslin-Glasser, a company 
specializing in point of purchase 
displays, has been formed in Chi- 
cago by Sibley McCaslin, presi- 
dent, and Harry W. Glasser, exec 
vp. Offices are at 864 N. Wabash, 
Chicago. Both Mr. McCaslin and 
Mr. Glasser formerly were with 
Kling Studios. 


Meissner Adds Chemical Corp. 

Meissner & Co., Boston, has 
been appointed advertising and 
public relations counsel for Hamp- 
shire Chemical Corp., Nashua, 
N. Y., a new corporation which 
will manufacture chemicals for 
industry, agriculture, medicine 
and science. 


Morrison-Greene Named 
Morrison-Greene-Seymour Inc., 
Milwaukee, has been appointed to 
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handle advertising and public re- 
lations for Wisconsin Malting Co., 
Milwaukee. A campaign which 
will stress the advantage of beer 
or ale served with meals in res- 
taurants is being planned. 


Livestock Group Picks Agency 

The California Service Agency, 
Berkeley, Cal., has been selected 
to handle advertising and publicity 
for the Valley Livestock Marketing 
Assn., Stockton, Cal. 


P roduct E ngineering 


you make your mark today. 


To carve out your share of tomorrow’s big sales in 
the $41-billion Original Equipment Market, your 
product must get into the specifications today. 


Materials, component parts and finishes are being 
engineered right now into the new products of ’59, ’60 
and ’61. Action now controls your sales for tomorrow 
. . - 19% of metalworking industry products in 1961 
will be items not in existence today.* 


This immediate future market is huge. This year, 
$8.3 million — or 14% more than in 1957 — will be 
poured into new product development.* Few, if any 


industrial 


markets today, 


enjoy such stepped-up 


activity. Your OEM sales future depends on the product 
design engineer. Helping him is Product Engineer- 
ing’s meat. 


The McGraw-Hill weekly magazine of 
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Sears Files Restraint Suit 

Sears, Roebuck & Co. has filed 
suit in New York supreme court 
to restrain Sears Aluminum Prod- 
ucts Inc. from using the name 
Sears in its business and advertis- 
ing. Unfair competition and trade- 
mark infringement are charged 
and an accounting and damages 
are sought. 


Keller Adds Two Stations 
Robert S. Keller Inc., New York, 


has been appointed to represent 
two Oklahoma stations, KRHD, 
Duncan, and KNOR, Norman. 
Neither radio station has had a re- 
cent representative of record. 


Dr. Pepper Boosts Barry 

C. M. (Pat) Barry Jr. has been 
named cooperative advertising 
manager of Dr. Pepper Co., Dal- 
las. Mr. Barry, who formerly was 
assistant ad manager, has been 
with Dr. Pepper 13 years. 
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Smith & Dorian Adds One 

Pratt, Read & Co., Ivoryton, 
Conn., maker of piano actions and 
keys, has appointed Smith & Dor- 
ian, New York, to handle adver- 
tising and publicity. 


Friend-Reiss Boosts Gamso 

Natalie Gamso, formerly an as- 
sistant account executive with 
Friend-Reiss Advertising, New 
York, has been promoted to an ac- 
count executive. 


K&E Elects Mante VP 

Edward C. Mante, manager of 
print production of Kenyon & 
Eckhardt, New York, has been 
elected a vp of the agency. He 
joined in 1927. 


Balaban Names Eastman 

Robert E. Eastman Inc. has been 
named to represent the Balaban 
radio stations—WIL, St. 
WRIT, Milwaukee, and KGKO, 
Dallas. 
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coceeeeee OF YOu lose tomorrow 


Because it is manned and geared to do the job, these 
key men rely on Product Engineering for the wide 
scope of up-to-date information they need to make 
their vital, far-reaching decisions. By far the largest 
OEM editorial staff gives these men the most, the 
best — first — every week. 


You can expect a big sales roundup tomorrow .. . 
only if you make your mark with these men today. 
Product Engineering gets through to these initiators 
of OEM buying with over 41,000 paid subscriptions. 


*From McGraw-Hill’s just-published booklet, “Busi- 
ness’ Plans for New Plants and Equipment 1958- 
1961.” If you’d like a copy, just drop a note to ~ 


Product Engineering’s 


Design Engineering and Product Development . 


Market Research Dept. 


Million $ 2. 


6, 


METALWORKING 
TOTAL 


~O 


Source: McGraw-Hill Dept. of Economics 


330 West 42nd Street, New York 36, N. 


Y. 


Louis; | | 
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VENUS DE PEPSI—This “Be Sociable” 
display, with 6’ figures, is one of 
a pair of point of sale spectaculars 
shown by Pepsi-Cola Co. in Los 
Angeles supermarkets. Kenyon & 
Eckhardt, New York, is the agency. 


MGM-TV Appoints Fierman 
Bob Fierman, former commer- 
cial producer of Ziv Television 
Programs, Hollywood, film pro- 
ducer-distributor, has been ap- 
pointed sales and client relations 
representative for the commercial 
and industrial division of MGM- 
TV, New York, tv film distributor. 


‘TV Guide’ Boosts Andersen 

Edward Andersen has been ap- 
pointed advertising manager of TV 
Guide’s northern California edi- 
tion in San Francisco. He previous- 
ly was with the national advertis- 
ing sales staff in New York. 


_ ROP | 
COLOR 
AT 
WORK! 


MINNESOTA 
SWIMMING IN 
___ SEVEN-UP, 
: THE NEW 
SOFT DRINK 
LEADER!* 


eo 


. 


*Seven-Up has been the 
leader in Minnesota since — 
1953, when the bottlers s 
started ROP color ads! 


MOE «cone 


910 East 138th Street 
New York 54, N. Y. 


Sales Offices: New York « Boston 
Chicago « Dallas « Miami 
San Francisco 
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The Sunday Picture Magazine 


An authonty answers questions on 
DISEASE AND THE 


Parade [== 


in © “tt 
lowe s all-girl bagpipe band 


Ten years of independent 


research on identical ads 


shows that advertisers get 


twice aS many readers 


er dollar in | Parade! a 


in the biggest weekday 


Magazines. 
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Open Letter to Janet Kern 


Woolf on Mail Order Selling 


Second of New Drawthinks Series 


Is Super Losing Control of Stores? 


Opinions expressed here are those of the writers, and not necessarily those of Advertising Age. Comments are always welcome. 
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Subliminal Advertising Is ‘Scientific Absurdity’ 
Like Table Rapping, Ouija Boards: Irate Adman 


Proponents of subliminal advertising. says the author of this arti- 
cle, seem to (1) forget that everyone is bombarded with a great 
complex of subliminal stimuli at every moment and (2) assume that 
there is some magical reason why the stimulus perpetrated by the 
advertiser should have some special effect that the others don’t 
achieve. What's more, if the brain can take in “eat popcorn” in 
1/200th of a second, then such speed of receptivity opens up new 
vistas—a novel should be devoured subliminally in three minutes, 
and your children should get a whole college education in almost no 
time at all while watching Mickey Mouse. If you have any notions at 
all about subliminal advertising, you owe it to yourself to read on. 
The article appeared originally in “Rydge’s Journal,” an Australian 
publication, after the author (who is a psychologist as well as ad- 
man) became irritated over popular writings on the subject. 


By Loyd Ring Coleman 
Managing Director, J. Walter 
Thompson Co., Sydney, Australia 

Orthodox psychology started its career 
as a scientific revolt against philosophy, 
its parent. Like all revolutions, it had its 
excesses, which took it head over heels 
into the camp of the physical scientists. 

If there was a belief anywhere, it was 
questioned. Interest in the things of 
heaven and hell was taboo. A psychologist 
who investigated psychic phenomena be- 
came a scientific pariah. Nothing was 
considered worthy of a study until it 
could be recorded on a smoked drum. 


= Now the pendulum is swinging rapidly 
the other way. Psychologists no longer 
need the patient building up of proof like 
their fathers. They are too eager to be cer- 
tain to have time enough to know. 

One aspect of this applies to advertis- 
ing. The new science of motivation re- 
search, out of witchcraft by psychoanaly- 
sis, has taken the business world by 
storm. Proof is no longer considered nec- 
essary, because proof is in any event 
impossible. A cunning use of logic has 
opened the door wider than it had been 
since the days of Duns Scotus to the ac- 
ceptance of guesswork buttressed by a 
single fact. 


New Science—Without Proof 

Most recent of the new sciences is the 
advertising use of subliminal stimuli. In 
a world of outlandish developments such 
as atomic bombs, sputniks and power 
from sea water, nothing seems unbeliev- 
able now. To announce firmly that some- 
thing is a fact is to get it accepted as a 
fact. In logic this is known as the argu- 
ment from authority. 

Freud was, to a great extent, the fore- 
runner of the new science-without-proof. 
Freud reasoned that the smallest influ- 
ence on you had the greatest effect. Since 
this sounded like magic, and since it 
could not under any possible circum- 
stance be proved, the idea was accepted. 


The stimulus at the center of conscious- 
ness is the most important stimulus at 
that moment. Hence it is called the su- 
praliminal stimulus. This, according to 
Freud, is not the one that sends you off 
your rocker. It is the unconscious or 
least important one which does that. This 
may not appear like very sound science, 
but it is very seductive. 


® Subliminal stimuli are only now 
rounding the corner into respectability. A 
generation before Freud, F. W. H. Myer, 
spook-hunter magistral, was using the 
term for communication with the minds 
of the dead or, alternatively, to describe 
the mass of accumulated sub-sensory 
stimuli which go to make up a multiple 
personality. His means of communication 
were not quite so acceptable to advertis- 
ing men as today’s technologically su- 
perior means. He confined himself to au- 
tomatic writing, table rapping and the 
ouija board. After we are accustomed to 
the tachyscope, there will be time enough 
to progress to the other methods. 

The evidence in favor of an effective 
subliminal stimulus as practiced in ad- 
vertising is such as would have convinced 
a Salem judge of an old lady’s witchcraft. 
It is scarcely the sort of evidence which 
should be accepted in this age which we 
smilingly call the age of science. 


= Experiments have been cited from 
magazines of undoubted authority and 
probity such as the Psychological Review, 
the Journal of Abnormal and Social Psy- 
chology, and the American Journal of 
Psychology. Unfortunately the articles 
seem only remotely connected to the 
commercial experiments. They do serve 
to confuse the issue rather expertly, even 
though what they tend to prove has very 
little rapport with the subject. 


Why Is One Stimulus 
More Important than Another? 

A fair number of hurdles remains to be 
jumped before this new development can 


become an exact science. One question 
which deserves a better answer than 
has been given is why the stimulation of 
one sensory end-organ should be over- 
whelmingly more important than the 
stimulation of another. And why should 
a stimulus be most effective when it is 
unseen and unfelt instead of being the 
most seen and most felt? 

Can this mean that the whistle which 
disturbs dogs at night and is not heard 
by their masters can be considered a sub- 
liminal stimulus—that playing the Mar- 
seillaise on it would bring every French- 
man to his feet without knowing why? 
And do the waves above and below our 
sensory perceptions affect us intellectu- 
ally? And if so, how? 


s Among the ancients—and among un- 


educated people today—we have five 
senses—seeing, hearing, smelling, tast- 
ing, feeling. That is not counting the ro- 
mantic sixth sense. But people interested 
in food and wine have always known 
that there were more than five senses. A 
wine, for example, had body—something 
not distinguishable by taste, smell, or 
touch. It was an infinitely delicate mus- 
cular sense in tongue and lips which told 
us that one wine was harder than an- 
other to roll around in the mouth. 

Champagne’s taste was heightened by 
a sense of prickling brought about by the 
bubbles. This is not the sense of taste 
proper, which recognizes only sweet, 
sour, bitter and salt. It is a sense of pain. 
Pain is pleasant, oddly enough, if given in 
small doses. 

Wine could be too cold or too warm. 


What They're 


EARNEST ELMO CALKINS—who 
founded Calkins & Holden in 1906 and 
who became a foremost pioneer of crea- 
tive advertising? 

Mr. Calkins is a typical New Yorker 
who “adopted” the city, after coming from 
a country town. Born 
in Geneseo, Ill, he 
graduated from nearby 
Knox College, Gales- 
burg, where, although 
handicapped by deaf- 
ness, he worked as a 
newspaper reporter. 
Later he was “adver- 
tising counsel” to 25 
local merchants and 
others, writing ads for 
25¢ to $1 each, when a contest brought 
him to the attention of the late agency 
head, Charles Austin Bates. Mr. Bates 
hired the young adman for $15 a week 
in New York. Although hired as an artist, 
Mr. Calkins soon became a gifted copy- 
writer. 


E. E. Calkins 


= He was the creative partner and Ralph 
Holden was “contact” man when the two 
formed Calkins & Holden in 1906. Always 
a champion of truth and good taste in 
advertising, the gentle Mr. Calkins came 
closest to losing his temper when in the 
mid-’20s he read a cigaret ad based on a 
testimonial by ship captain George Fried, 
telling how Lucky Strikes had helped 
him save the crew of the stricken ship 
“Florida.” Said Mr. Calkins: “Testimoni- 
als like these, which reveal even to the 
gullible, unthinking public that they are 
not unsolicited, spontaneous tributes, are 


WHAT'S BECOME OF ... 


Doing Today 


undermining the belief of the public in 
all advertising.” 

From Harvard Mr. Calkins received 
the first Edward Bok gold medal, awarded 
to “the individual who has done most 
to raise the standards of advertising.” 
C&H was then arguing with Internal Rev- 
enue over whether the agency was a busi- 
iness or personal service. The award 
prompted the Internal Revenue Collector 
to classify C&H as a personal service, 
thus saving it $50,000 a year in taxes. 


= Accounts included E. R. Squibb, Dobbs 
Hats, Ingersoll Watch, Beech-Nut Pack- 
ing and such publications as The Satur- 
day Evening Post, American Magazine, 
Woman’s Home Companion, McCall’s and 
the old McClure’s, where Mr. Calkins was 
associated with such figures as William 
Allen White, Lincoln Steffens and S. S. 
McClure. “I liked promoting magazines,” 
Mr. Calkins wrote, “for I am at heart a 
publisher.” 

He retired from the agency in 1929, five 
years after the death of Mr. Holden. He 
had then written several books and many 
magazine articles and he continued to 
write and give an occasional lecture. His 
many books include two autobiographies, 
“Louder, Please” (1924) and “And Hear- 
ing Not—Annals of an Adman” (1946). 
Today, at 90, the remarkable Mr. Calkins, 
who lists a New York address, hasn’t stop- 
ped yet. One of his latest writings is an ar- 
ticle, “The Ten Best Advertisements,” 
appearing last year in the April issue of 
Esquire wherein he denies any “ten best” 
but cites ten pace-setters of modern ad- 
vertising. + 
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Actually temperature is registered by 
end organs not common to touch. Pres- 
sure on the teeth in chewing tells wheth- 
er meat is tough or not, and it too has 
nothing to do with the sense of touch. Oil 
on the tongue is recognized by other 
nerves than pressure. And so on. 

Besides these, there are about a dozen 
other distinguishable senses. 

All of these have a qualitative as well 
as a quantitative aspect. Sight appre- 
hends differences in degree, from dawn’s 
early light to full noon, and on to moon- 
light. It also differentiates between qual- 
ities of light. Color vision is one of the 
most investigated mysteries in the psy- 
chological calendar. 


= The ears note the difference between 
the qualities of sound of a violin and a 
clarinet, between a piano and a French 
horn. They also register the volume and 
quantity of the sound. 

Thus we are all of us at every second 
of our lives subjected to sounds, sights, 
pressures, smells and—among the young 
—to stimuli of the lust spots. These are 
not at all the same as the touch spots. We 
live out our lives submerged in a bath of 
sensations, the sum total of which deter- 
mine our adjustment to our universe at 
every second of the day. 


4,000 Stimuli a Second? 

If we are stimulated by a sight in 
1/200th of a second, there is no reason 
why each of the other twenty or so other 
sensory organs should not be capable of 
being stimulated in 1/200th of a second, 
or 200 times a second. If this is true, we 
could have 200 messages from each organ 
roaring in to the central nervous system 
each second. Twenty organs would give 
a total of 4,000 stimuli each second. 
Some do get shunted back for appropriate 
action at the ganglionic reflex. They 
never reach the center, but they get fast 
action on a low level. 

The way the body works is something 
like this. A series of subliminal stimuli 
pour in to the central control room (let’s 
be anthropomorphic) telling you that 
your left leg is tired of being over the 
right, and you change legs without ever 
getting your conscious mind off the 
Mickey Mouse you are looking at. 


= While pressure, pain, heat and muscu- 
lar sensation are communicating sub- 
liminally on the state of comfort of your 
crossed legs, your nose is becoming aware 
of frying onions from the kitchen. 

At the same time, your sight is being 
stimulated by the Mickey Mouse picture. 
Your hearing is registering his squeaks. 
You are tasting a dry martini. 


= Then, right in the midst of this com- 
plex of 4,000 putative sensations a second, 
a flash of 1/4000th of the total of sensa- 
tions for that second tells you to go to the 
movies. So you forget Mickey Mouse and 
the onions, uncross your legs, drop the 
martini, and head for town. 

Scientifically speaking—although a dis- 
cussion of the current vogue for sublimi- 
nal stimuli seems scarcely the place to be 
scientific—there is no such thing as a 
single isolated stimulus. Every stimulus 
makes part of the pattern of all the 
stimuli being received at that particular 
instant, and they are all indissolubly wo- 
ven together in a network of nerve cells 
connected by synapses. 


= There are variations in the importance 
of stimuli in the pattern, but every nerve 
ending is involved in some degree of ac- 
tivity at all times. There is always some- 
thing to which to react. 

Besides the qualitative and quantita- 
tive aspect of every stimulus in the ka- 
leidoscopic pattern of 20 that is con- 
stantly pouring in, there are other condi- 
tions affecting their reception. Fatigue 
and emotions and the history of past 
stimuli as well as expectation of stimuli 
to come (called mental set) increase or 
decrease their power, or change them 
otherwise. A sound or smell received at 


a sad moment differs from the same 
stimulus received at a happy moment. 
The people have always known this. They 
call it seeing the world through rose col- 
ored glasses. Or the reverse. 


= All of this makes of the nervous sys- 
tem a tolerably complicated affair. This 
is especially true when you reflect that 
not only is the torrent of quantitative and 


qualitative emotionally colored stimuli - 


constantly roaring in from the periphery. 
Also it is true that a peripheral stimulus 
often sets off a train of internal stimuli 
so powerful that you may not sense what 
is going on until another external stimu- 
lus becomes powerful enough to break up 
your reverie. 

Then, too, there is the tendency to re- 
vive a whole pattern any time that a sen- 
sation comes in resembling a sensation of 
the past. The Germans would call this a 
Gestalt. Among us the process is called 
redintegration—but not often, of course. 


Why Subliminal Stimuli 
Haven't Got Much Chance 

So here is this maze of 2,000,000,000 
nerve cells connected and inter-connect- 
ed, affected by history, the future, the 
apperceptive mass, fatigue, love, and so 
on. We are told that into this incompre- 
hensible maze comes a stimulus below 
the conscious level and _ representing 
1/4,000th of that second’s intake, and the 
whole system quivers with excitement as 
it instructs the muscles of the arm to 
reach out for the popcorn or the legs to 
head for the movies. 

Stimuli are notably better received 
in proportion to the increase in the apper- 
ceptive mass. That is to say that the 
more you know of a subject, the more 
easily do you learn new facts about it. 
Stimuli which do not find an appreciable 
apperceptive mass are hard to catalog. 
That is what makes thinking so painful. 
Stimuli have to reach the central nervous 
system over unaccustomed synapses. 


s If, after this, we can overcome our 
uneasy feeling of scientific doubt, the 
possibilities in subliminal stimuli are un- 
limited. If the brain can take in two 
words like “eat popcorn” in 1/200th of a 
second, it can obviously take in 400 words 
a second, or 24,000 words a minute. A 
modern novel with 72,000 words could be 
devoured in three minutes. The Reader’s 
Digest novels could be taken in in four. 
And the reader would react far more than 
he would to the same reading done con- 
sciously. 

If those possibilities are not enough, 
consider the university. A lecturer prob- 
ably gets through not more than 4,000 
words in a session. By use of this tech- 
nique, he would record the whole series 
of lectures on a tachyscope, and give two 
lectures every week for 36 weeks in an 
hour and 12 minutes while you were 
looking at Mickey Mouse. And you would 
understand better because it was all 
subliminal. And you couldn’t resist it be- 
cause you wouldn’t know it was going on. 


= Any worker trained in the technique 
of experimental psychology could work 
out a test or a series of tests for the 
effectiveness of subliminal stimuli. It or 
they would have to be made under the 
most rigorous of controls. It would need 
to be made on perhaps 200 subjects, or as 
many as necessary to give control groups 
divided into ages and sex under all con- 
ditions of heat and cold and hunger and 
thirst. 

Some facts would come out of such a 
research. Children are frequently able to 
see clearly an image of something which 
they are not aware of having seen. This 
is one aspect of a field of study called 
eidetic images. They are seen by adults, 
but less frequently. Certainly an eidetic 
image is a result of a subliminal stimulus, 
but it seldom has any sense content. 
The images seen are those of an un- 
known dog trotting along an unknown 
road, of an unknown face seen in the 
street, of someone playing the piano. 

There are explanations for the eidetic 


Advertising Age, June 30, 1958 


The Creative Man’‘s Corner... 


Recession? 


Py oe 


TIFFANY CRYSTAL 


any real recession period we have ever 


dies. When disaster really struck, for 


sible solutions for said mess. 


us that God is still in His heaven and 
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New yore 


The confused and hesitant period we are currently going through, widely 
called out of a sheer lack of imagination a “recession,” has piled confusion 
on confusion by eliciting a greater variety of explanations and panaceas than 


We can’t help feeling that the country in general must be doing pretty well 
in order to allow so many people so much leisure time and opportunity to 
dream up so many reasons why things are bad and such a plethora of reme- 


working people were so busy scrounging for the wherewithal to eat and 
keep a roof over our heads, we could not afford the luxury of analyzing the 
possible cause of our despair, and only the politicians had incomes steady 
enough to allow them to consider possible solutions to the mess we were in— 
and to work for their continuance in office through the cooking up of pos- 


While advertisers have cut appropriations and agencies have cut salaries 
and staff, we have wondered just what all the shooting-off-of-mouths is 
really about. Over-all figures would seem to indicate that 1958 is one of the 
four best years we have enjoyed out of the past ten, and the past ten have 
sure been a lot better than the previous 20. 


It remained for The New Yorker and Tiffany & Co., however, to convince 


offer Tiffany crystal goblets at one hundred eighty-six, three hundred thirty 
and four hundred twenty dollars the dozen respectively? Pass the Drambuie! # 


been through. 


example—as in the ’30s—most of us 


all’s right with the world. Else, why 


image, but no explanation would give aid 
or comfort to the proponents of the sub- 
liminal technique in advertising. 


Back to the Middle Ages? 

Actually you are bombarded by sub- 
liminal stimuli all day long. As you pass 
by a department store window you see 
hundreds of articles, many of them with 
price tags on them. Your subconscious 
mind is registering their urge to come 
right in and buy. They are registered 
for more than 1/200th of a second, too. 
But you pass by and stop off in a side 
street where your intellect tells you that 
you get better quality or service or prices 
or choice. Here at least is one case where 
the supraliminal stimulus has it all over 
the subliminal. 

The technique of the subliminal stim- 
lus in advertising is manifestly a scien- 
tific absurdity. But it has a frightening 
aspect. We are suddenly brought face to 


face with the fact that our thinking peo- 
ple are so near to the Middle Ages where 
the logical argument from authority got 
its intellectual bases. Because someone 
in the mantle of authority makes a state- 
ment draped in the language of religion 
or science or economics, it is accepted. 


= It is true that belief is the primitive 
thing. As children or aborigines we be- 
lieve what we hear and what we see. It 
is only with developing wisdom that we 
realize that the world is not flat, the 
earth does go around the sun, that an 
oblong table seen from above is no longer 
oblong seen from the side. There is a 
duty of scientific doubt. The world will 
be a safer place to live in with a few 
more people in it far enough above the 
barbarian to demand better proof of ev- 
erything than that offered by stage ma- 
gicians, politicians, and in religious ar- 
guments. + 
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This parlor-game problem makes a dramatic point. In 
connecting the dots through one try after another, almost 
everyone stays inside the square. The familiar pattern 
hems in people’s reactions. But taking a fresh approach, 
by “breaking out of the square,” we get the solution: 


This also happens in marketing. For example, the borders 
of a printed page or TV screen can limit thinking about 
advertising. But you can look “outside” and see it working 
with—or against—other tools of market communication. 
You can break out of each in turn—see a package as con- 


tainer and advertising medium; a poster as shopping and 
trade reminder; a new product as share-of-market and 
shelf space. And design them accordingly. 


This is creative marketing, the business of the modern 
agency. It “breaks out of the square,” sees new relations 
in changing markets, finds better solutions for sales. 


Mc°CANN-ERICKSON, INC. 
World-wide Creative Marketing through 
Better Communication with People - 


Fe a pS ee = K ‘7 sehen : ie * a a i me 
Ded et gor eek eae ee Sone ae ae ear a Lie eT : ? Bees it > ie 1 ee i : Bea Te " Peta ge z a Wein 1 wesc Be ee ei A ait ass “5.5.1 gare it 
2 a URI iPS eit Pie Si el a ene Fad a etait ee Oa ; aS, Seite Ton. ator Aree eee oe TO) age PN tae eee Chee Rue! Laren ag 
af PR aot A Oe a aie ee > ae - is a Dice en Re F ae : i ed ; Tae eee oe are ee if rie 7 oe +s * : a ae 
fr ¢ “ en ae | i es 
x. 'g “ 
- a 
: ie es, ; = om veevicinie Nie are ie ae reese aD op: mmm a ae ei SS 
de a gas ag ; fe Fe re fee v0 Ri YS Eel oN el i eet oe ee a s= le et a a : 
! Sip al ot : fata sea te aay oa Bi yl ete aeg he aa gt ge Ra ala pe : "5 e@ nn | ¥ : ei ee EE : ; 
Es 0 eee toe en 8 oe a a mf ee et Oe”: A eae (rie S,,  SaRe ution 1n- oe a By ! 
| ; em: 10 COMNMNCUL ada. , VV : y : ‘ otis oo) 
5 " , ae a ae 
: 7s : Seen aie ip 
Patt Glee HE 
fee oar Ze Ys 
ee 5 a ee ee nA 
oa ee i epee 
* nae . 
ge a a i. 
‘ * = ev aie ie OS 
| nee i ae 
oe ae. Se 
ary? ce . “aye 
Dae : Bae 7 
Fas ? a a 
Lah 10 2 ee - 
vere a a 
& @ ® i. oe 
a = 
ieee be 
Pica fe ah ae ’ 
ssiaie het a 
7 mers: 
i Pan ee nth 
* ae os ae 
ie egcoey 
. rs e aca 
i : : 
 * ines) 
y Se. a 
j: er 
a ee 
ath Silesia 
is eo oe 
ih) i Pr 
y Fae el are 
yes Pe ero a 
| 3 . Si ey: 
. = eae es Hiab 
an : VW Orta? 2 ee 
: a eRe aN 
ye < 
s ei fos pes we sip 
ie ir Bee 
ee Ee (ee cee tora 
| is oe pee AV Bae 
eae : eas tes 
be a ee phe 8) pa 
Ws ee pr eo oie 
cs es 7 ee aaa 
i bs Ley 
: F; te 
wr a eo %- 
oe Sera aie 
; : eo essere RO” 
; ee 7 Sane 
: Y es ayes <3: nae 
| aes A es cis 
j x ma ets is aes a 
ba ine ae a ee 
| oe : 3g ee 
4 yer - Sie =e 
7 ce ape 
z ety " ce ad 
q eae z i . 
a Choi ey os oY 
Mig ie ct ee 
ae eae 
eee oR aT le 
5 ae Sener OMe 
a oe = ne 2a 
é ne is 
a See vias | 
a ; eee 
Z bi e bas 
ned er i 
P iis i ee ree 
q Ray so aren) : 
Ss i ata 
c kas ee aaa 
| a aa pease Sada) 
Y oe Deep es 
g oh " : . 
| # ye oS oe 
/ ; : 
| i , 
| % % 
| se : 
4 - * ie 
vais 3 : i 
' iy, sige ad ious 
a sss ore eee 
eS: aol peas ae 
ie pores 
“4 “s Lee, it ¢ ep 
Bett eek te + 
q ee See ip 
ror Ae ae eae, rae 
, af aA oe Soa" 
een gh ae aE OS 
Le Ril 
% we © 
= be ee 
Kia Se Cee 
d ey ES 
% * ae ¥ oa 
mf me A ee 
i ea 
oe eee 
| eee epee i 
i 3 oe Sead = 
| i an F Hy a aay ‘ 
j q tkibie RES to he a 
{ q 4 i TEP cs : a 
‘ 4: ? i J 
| a 
| f 7 
| © ; pas (af 
q - re a la 
| ‘ ‘ RCS eee 
| gees te eee 
] 4 a ee 
} oie ane Gy 
: eT 
4 eee 7 —— ail Sy 
mare = id ae 
. - ee” 
Seay tame Se 
5 jo a fen 
Ser. har 
| ‘4 
EP eee 
ee rie 
Roth a 
ene 1 ea 
eee 
eee 
Peel i 
’ on as ae 
) 2s ae 
ra ee 
eo 7 aioe 
os 
ons F 
yESr 
eis se 
ee. ee 
ee Se 
| eee ihr 
° ae Be, 
| wee 2 
ake 
pe 
é ine . 
iB i . Tif So gees ais : se = i, ¥ 2 j wi ag ae 
ee ici ag oder ie eae a RMT et Ai eee ei ait ace a es ib ee eee soe tS. AAS Roy Et STH, ne ae TET Sy fac tee nae ne ae RA Ran eS ee Pcie Bek 
ann eee gn eee PNET Ty yh sia é are 6 «cece oe ee Pe Se GS oe as eam Sees ; 2 iether enpieaa ee he eae? Pe tal eae me ores at WS) roe iF SES 
[A St aie Fas fo ee eg enee een: ete cH ee Cee, ee : ¥ Vi os eae Se. so ety. 8 eee eee eS 
Bh dalla “ ig r SR TA ene pea Re \ : c a ae : Sa er |e Pees ei kan So yer ‘ x ; Ne rR ea Tit BP: va iE x 


eter eS So. 


70 


On the Merchandising Front... 


Is the Food Super Losing Control 
Over Its Stores? 


By E. B. Weiss 

Is the food super losing control over its 
stores? 

And is this true, not only of food super 
management headquarters, but even of 
the food super store manager? 

Let’s take a look at 
the amazing infiltra- 
tion of “outside” fac- 
tors in the on-floor 
operation of the food 
super—to the point 
where even the store 
manager is quite un- 
aware of what is actu- 
ally going on in certain 
sections of the store: 

The rack jobber op- 
erates a multiplying number of depart- 
ments in the food super. He started with 
health and beauty aids. Then he went 
into housewares. Now he functions in 
some of the soft goods sections and in 
other departments, too. And, while some 
food supers have taken health and beauty 
aids away from the rack jobber, and 
others have taken away housewares, 
there are definitely more rack jobber 
operations, in more categories, in -more 
food supers at this very moment than 
ever before in the history of this dynam- 
ic outlet. 


E. B. Weiss 


s Now the rack jobber operates under 
a contract. The contract spells out what 
he and his men may do; what they may 
not do. But between the language of an 
agreement signed by food chain head- 
quarters with the rack jobber headquar- 
ters, and the actual performance of the 
store manager and the rack jobber’s 
service man, there can be a whale of a 
difference! The rack jobber’s service 
man has his own objectives—spurred on 
by incentives. Those objectives are not 
always precisely parallel with the ob- 
jectives of the store manager. (This is not 
said in criticism; it is the nature of busi- 
nesses to pursue their own objectives 
and that is equally true of employes.) 

The consequence is that the rack job- 
ber operation, while it has unquestion- 
ably made a great contribution to the 
food super, has been a major factor in 
diluting the degree of control both head- 
quarters and store managers are able to 
exercise over the floor function. This 
may not have been a cause for concern 
when the rack jobber functioned only in 
a small health and beauty aids section— 
but it is today, now that he functions in 
so many departments in the food super, 
and in so many departments that are 
exceedingly active (such as phonograph 
records). There are actually hours when 
there are more rack jobber men on the 
floor of a food super unit than employes 
of the food super! 

Then there are other leased-depart- 
ment operations which do not classify as 
a rack jobber operation. As the food super 
goes into newer categories of non-foods, 
the leased department concept becomes 
ever more common. There is nothing 
basically wrong about this. When a 
food super puts in a beauty parlor, or an 
optical department, or a flower depart- 
ment, etc., it just makes good sense to 
turn to leased-department specialists, at 
least initially. But when the leased de- 
partment in the food super is added to 
the rack jobber operation we find a total 
of departments or sections under “out- 
side” control that may equal, if not ex- 
ceed, the non-food departments that are 
under the food super’s own control! 


s But this is not the total situation. In 
addition to the rack jobber operation and 
the leased department operation there 
are also sections and departments and 


even fixtures which are, really, sections 
or departments by themselves—that are 
run by manufacturers through forces of 
detail men. This is common in some of 
the food sections and in some of the 
traditional non-food sections. Scores of 
manufacturers send thousands of detail 
men into food supers every day, and 
those detail men are expected to “run” 
the section or department in which their 
employer’s merchandise is stocked. They 
take inventory, replenish shelf stocks, put 
up displays, make up orders (which are 
automatically signed by the store man- 
ager). And it is not exactly uncommon 
for one detail man to take down a dis- 
play put up just a few hours before by a 
competing detail man, as well as to shove 
a competing shelf inventory down to the 
floo: while pre-empting eye-level dis- 
play! 

Then there are special demonstrators 
who come into the stoie and, while there, 
run things very much as they have been 
instructed by their employers. In some 
instances, these demonstrators have been 
so high-handed that some pretty hot 
speeches attacking them have been made 
at meetings of food super executives. 


= So we have: (1) the rack jobber; (2) 
the leased department; (3) manufactur- 
er’s detail man plus factory-controlled 
fixtures; (4) demonstrators. Each and 
every one takes away great big gobs of 
store control from headquarters of the 
food super and from the store manager. 


But this isn’t the whole story—not at . 


all. For example, I haven’t mentioned 
the wholesale salesman who calls on the 
food super, especially in some non-food 
categories. He, too, performs certain func- 
tions on the floor of the food super 
that involve still more dilution of control 
by headquarters and by the storeman- 
ager. Then there is the salesman from 
the food broker—and from sales agents 
of various types; he, too, will take inven- 
tory, put up shelf stock, make up orders, 
etc. 


= And I haven’t mentioned that, in con- 
nection with some fixtures supplied by 
manufacturers, an interesting situation 
is developing: some of these fixtures al- 
locate space for competing brands. But, 
clearly, the detail man sees to it that his 
own brand dominates the fixture, wheth- 
er or not its turnover justifies that dom- 
inance—and usually it does not. 


= There’s more. Food supers will stage 
special promotions in which merchandise 
is brought in just for the event. These 
price promotional events may be pri- 
marily controlled by the producer of the 
merchandise, particularly if the mer- 
chandise is brought into the food super 
under one form or another of consign- 
ment. 

I could add still more, but I think the 
point has been made, to wit: The food 
super, on the floor of its stores, has less 
and less control over the total floor op- 
eration. Headquarters may propose and 
(when he has time, which is rather 
rare!) so may the store manager. But 
too often it is “outsiders” who dispose. 

Presumably, this state of affairs has 
the virtue of shoving off onto the shoul- 
ders of others certain labor and other 
costs. But it is axiomatic that nobody 
can run one’s business as efficiently, as 
economically, as one can himself. And 
that axiom certainly applies in this in- 
stance. 


= It is clear to see that this horde of 
“outsiders” who walk into the food su- 
per every day and perform functions that 
are the proper domain of headquarters, 
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No pictures !/ 


of store manager, of floor personnel are 
creating a merchandising bedlam. They 
work at cross purposes to everybody. 
They vitiate basic policies; they establish 
roadblocks of infinite variety; they cre- 
ate confusion and, in some _ instances, 
their impact on store personnel has 
been such as to make a shamble out of 
store training programs. 

There is no other business in this na- 
tion of the stature of the food super 
chain—in manufacturing, in wholesaling, 
in retailing—that has deeded over to 
others so much of its fundamental func- 
tion in actual contact with its custom- 
ers as has the food super. (This unques- 
tionably is one reason why the food super 
chain rarely has been able to create a 
distinctive and meaningful store image. 
How can there be a store image when 
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“outsiders” run so much of the total 
floor function?) 

This is not the road to economy. If it 
were, why has the total operating cost of 
the food super gone up every year for 
the last ten consecutive years? If it were, 
why has the food super found it neces- 
sary to increase its margin on food from 
14% to 20%—a jump of about 36%? If 
this were so, why has the food super 
found it necessary to take traditional 
markups on so many of its newer non- 
foods? If this were so, why has the food 
super net profit percentage tended to 
decline, year after year, during a decade 
of unmatched national prosperity? 


= In brief, here is a policy that has been 
given a decade of expanding use. The op- 
erating figures of the food super industry 
hardly make out a case for sound eco- 
nomics in the operation of this policy. 

The most economically-run business is 
a business that has a firm control over 
its major functions—and particularly 
over those functions that touch its cus- 
tomers. The food super has tended to 
lose that firm control. 

Now there are signs that this funda- 
mental lesson is being absorbed by the 
food super. There are signs that the food 
super is just beginning to move in the 
direction of regaining control over its 
stores. 


= This doesn’t mean that all “outsiders” 
are destined to disappear from the floor 
of the food super. But it does mean that, 
more and more, the food super will ex- 
amine the true economics of all of these 
“outside” operations, including manu- 
facturer-supplied and serviced fixtures 
that represent the manufacturer more 
than they do the food super. And, on 
balance, it may be safely expected that 
the food super will conclude that (fun- 
damentally) it will run its stores more 
economically when it runs more of each 
store itself. # 


Looking at Radio and Television ... 


An Open Letter to Janet Kern 


By the Eye and Ear Man 


Your column, urging a renaissance of 
agency-produced television shows, was 
interesting and well written. As one col- 
umnist to another, I sadly note that you 
have not been a weekly reader of this 
column. I, too, must ashamedly confess 
that, except for occasional publicity clip- 
pings that pass rapidly over my desk 
into my wastebasket (because there isn’t 
room on the desk), I have not read your 
column. 

If you had been a regular reader of 
Eye and Ear, you would find the answers 
spread over a number of years to all of 
the questions you pose. You have raised 
some interesting questions which are 
asked by many other people not familiar 
with agency problems on a day-to-day 
basis. (To agency people the questions are 
sophomoric and exasperating.) But since 
very bright people, including clients, con- 
tinue to ask them, they deserve contin- 
uing answers. 


= First, let me point out the self evident 
fact th: t advertising agencies are not in 
the business of entertaining people. They 
are in the business of moving merchan- 
dise through various media. One of the 
media that does a good selling job is tel- 
evision. 

Television is a mass medium which 
cannot be compared to any other medi- 
um. It must reach everyone to justify 
the high cost of time and talent—roughly 
$35,000 a commercial minute. Program- 
ming must therefore be broad, rather 
than selective. To reach everyone, the 
simplest minds (and, sister, there are a 


lot of them) must approve the programs. 

This simple fact of life is one which 
seems to escape the writers who turn 
out entertaining television columns. You, 
Miss Kern, are obviously a lady of high 
intellectual accomplishments, upper so- 
cial strata, above average income, and to 
judge from your picture, a proud beauty. 
If you were to like a program designed 
for a mass audience, I would have sadly 
to conclude that we had failed to reach 
a broad case against which to sell. Your 
personal opinion about programs is 
probably the worst possible criterion to 
apply against judging whether or not a 
television program will deliver a large 
audience against which the hard-pressed 
agency must find a way to sell a mass 
of merchandise. 


= Please don’t misunderstand me. If we 
lived in a higher society where all men 
were capable of appreciating the better 
things of life we would be enchanted. 
But, alas, those of us who have chosen 
to make a living by appealing to mass 
tastes must be governed by the boobs as 
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BIG CHANCE 


U MAY MISS& 


House & Hom is the only industry 
magazine of home building. It is 

the only magazine through which you 
can tell your sales story fast to 
everyone in the industry who will 
buy or sell your product. 


Through HOUSE & HOME 
you can sell your product... 


to the architects who right now 
are writing the specifications 
for this fall’s houses, 


to the dealers who right now are taking 
orders for the materials in this fall’s houses, 


to the mortgage lenders who right now are 
putting up the money for this fall’s houses, 


to the realtors whose advice is being 
sought right now on what brand names will 
help sell this fall’s houses, and 


to the builders who right now are placing 
the orders for the products that will go 
into this fall’s houses. 


For House & Hom is the basic buy 

in building. It covers every essential 
buying and selling influence in America’s 
biggest industry for one very low cost. 


“a ¥ use 


House : Home 


PuBtisuneEeo sy rime tne. 


June 30, 1958 


Dear Mr. Manufacturer: 


How fast can your company move to start hard selling again? 


How fast can you change your plans and your budgets to keep pace with the 
tremendous change in your market? 


For the home building market is changing overnight as few markets have ever 
changed. It is changing so fast it has caught many suppliers asleep at the switch. 


Only yesterday home building was still being called a “postponeable industry,” 
still being starved by tight money. Only yesterday home builders from coast to 
coast were cutting back or stopping production. 


Today home building is a bright hope to beat the recession and pull all 
America back to prosperity. 


The Administration is going all out to give the home building industry 
everything it has ever asked. It is giving this industry easy money, easy terms, 
easy credit requirements, no-down VA financing, and a call on the Treasury for 1.5 
billion dollars through FNMA if the builders have any trouble getting all the money 
they need at low interest rates. 


So all over the country home builders are rushing back on the job, flooding 
FHA with applications, stepping up their production schedules, placing rush orders: 


VA appraisal requests climbed 159% from March to May. 
FHA applications soared to a new all-time high - 135% 
above May last year. 


But many manufacturers are still acting as if it were November 1957 instead of 
June 1958. Many manufacturers are still cutting their sales budgets, still cutting 
their advertising. Many manufacturers may miss the boat. 


Now is the time to sell. Now is the time to advertise. 


Sincerely, 


Richard N. ‘Jones 
Advertising Sales Director 
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well as the brilliants—and there are a 
lot more boobs. You don’t believe me? 
Leave your social circle and ring door 
bells, asking a simple question like, “Who 
is Foster Dulles?” Or as a newspaper 
woman, have you read the good gray 
mass-circulation New York Daily News 
lately? 

If you are still with me, we go to 
step two. Nobody picks programs but 
people. Sooner or later the ratings de- 
termine what programs stay and what 
go. No salesman can make a _ poorly- 
rated show get a new lease on life. The 
few exceptions are the luxury enjoyed 
by the Firestone family, who play their 
fine music in a low rated vacuum year 
in and year out, even though no network 
really wants them in prime time. And 
U. S. Steel can rationalize a relatively 
low rated drama because of corporate 
image, but the boys, who have to pay 
out, go by what the people want. 


= In regard to picking programs, agen- 
cies have as much to say as anybody. 
The guys who work for the agencies in 
this department are pros. Most of them 
have produced radio and tv shows or 
have been associated with show busi- 
ness as executives for a lifetime. They 
have the luxury of seeing what pack- 
agers, networks, and individuals have to 
offer. They also have the luxury of buy- 
ing established shows and taking the 
risk out of a $100,000-a-week investment 
that runs into millions of dollars. 


= About another aspect of this new me- 
dium. Two-thirds of all nighttime pro- 
grams are shared programs. That means 
in almost every case that two advertising 
agencies are responsible. If two agencies 
share a show, is the “producer” agency 
going to be determined by the flip of a 
coin? Not on your byline. The “Hit Pa- 
rade” drifted out of BBDO because there 
is a fat chance of a competent agency ad- 
mitting to its clients that a second com- 
peting agency can produce a show better. 

Therefore, we come down to a third of 
the network program line-up or about 
40 shows that theoretically could be 
agency-produced. So why aren’t they? 
Trial and error, my dear, has dictated 
against it. Nothing would please a hand- 
ful of agency men more than to figure 
a way to do it. We miss the burning 
lights, the smell of makeup, and the 
hours of wrangling over scripts. But, alas, 
it ain’t practical and it ain’t economical. 


@ There are some mighty dim memories 
of radio. I doubt from your picture, Miss 
Kern, that you were out of high school in 
the heyday of radio. So take it from Old 
Dad that, while it was true that agencies 
produced more of the radio shows than 
in television, the hot shows were pack- 
aged by the stars or package producers 
for that little old incentive that makes 
us all tick—money. And the better the 
show rated, the more money it could 
command and the more the incentive for 
package production. 

A few of the top radio shows were 
agency controlled. Take “Lux Theater.” 
Now take “Lux Theater” in television— 
a real bust. The glamor was gone in this 
one in television and it could not com- 
pete with a western or a comedy. The 
agency seceded and the time is now oc- 
cupied by the “Price is Right.” Time 
marches sideways. 


Employe Communications ... 


As you correctly point out, all facili- 
ties in Hollywood can be hired by an 
agency-paid producer. So can facilities 
in New York or in London. That’s easy. 
But, lady, have you tried to hire a top 
producer lately? You can’t do it without 
giving him an equity in the negative and 
absolute control. The same thing goes 
for the star, who asks 50% of the rights 
in any property. That’s where the money 
goes, 


s True, an agency can make or sub- 
contract for a little thing like “Scott Is- 
land”; so far, most of these have ended 
in disaster. How about that ownership 
deal on “Mark Sabre?” Who wants it? 
It’s easy to make a “little” series, but 
the minute you get into the big leagues, 
the tax structure drives you to capital 
gains, and that leads to package produc- 
tions. 

And say—have you thought about the 
money? Who invests in the pilot? You 
certainly wouldn’t buy a series without a 
pilot. You don’t have to invest if you buy 
in the open market. A pilot costs $50,000. 
What if you don’t like it? If you made 
the pilot with Desilu, they would find 
a way to buy it back from you or try to 
sell it to somebody else. 

Who puts up the operating capital to 
make films to stockpile before air time? 
What if you put your best efforts in a 
series and get a bust? Who says you can 
bail out in less than 26 high-cost episodes 
when you won’t see a reliable rating for 
10 weeks and you have to keep 10 weeks 
ahead? Sorry, ma’m. There just aren’t 
many business men that want to go for 
the entertainment business, despite the 
fact that, as you might expect, all agency 
men have talked with big clients about 
this, and all of us have tried to find a 
way. 


s The big time pros, backed by risk cap- 
ital, have taken over the entertainment 
portion of television. Some of the net- 
works have seen fit to invest in pilot 
films in exchange for ownership and 
rights protection in a hot property. They 
lose a lot of money each year on aban- 
doned pilots. So do a lot of investors— 
millions of dollars, to be precise. So far 
no clients have felt the risks of the in- 
vestment justified the end result. 

People keep referring to that mysteri- 
ous something of a new fresh program. 
I squawk with the rest of them, but hon- 
estly I don’t know what I’m referring to. 
The plain old boobs haven’t yapped. Rat- 
ings are still going up and so are sets-in- 
use. At least they aren’t going down. 

No, Miss Kern, I can’t agree with you. 
The present system of being able to 
screen hundreds of pilots that somebody 
else risked money on, to select one on 
which the producer runs all the monetary 
risks—or the network is obliged by your 
sharp negotiation to make a substantial 
program contribution—is a good one. 

Take it from an old-line producer of 
films and live television shows that the 
programming function is distinct from 
selecting the best possible framework 
with the largest possible audience in or- 
der to move merchandise. From now on 
I’ll read your column if you’ll read mine. 
As a matter of fact, I’d like to meet you. 
Say at the Pump Room at 5 o’clock on 
Thursday—whoops, I almost forgot. I’m 
anonymous. Love & Kisses from the E&E 
Man. # 


Association Journal Gets Deserved Nod 


By Robert Newcomb and Marg Sammons 
(Mr. and Mrs. Newcomb operate 
their own organization in employe 
relations.) 

When communicators gathered in 

Washington, D. C., recently for the an- 


nual convention of the International 
Council of Industrial Editors, at least one 
editor stepped forward to receive a man- 
tle he has richly earned. In a contest to 
determine which of the local association 
papers was the best in the land, Law- 


rence A. Ragan walked away with the 
top award. 

Mr. Ragan edits a sophisticated, brief 
and breezy little publication for the In- 
dustrial Editors’ Assn. of Chicago. It de- 
fies every established principle of asso- 
ciation journal editing, and as a result 
emerges as a free-wheeling, refreshing 
and informative assembly of opinion and 
fact. Association journals by and large 
are wheezing, ponderously dull accumu- 
lations of speeches, editorials calling for 
action and reports on meetings from the 
hinterlands. 


= Mr. Ragan, who came to the public re- 
lations directorship of De Paul Univer- 
sity via an editor’s post at Ford’s Chicago 
assembly plant, produces a _  12-page 
4 x 9” publication (fits into a No. 10 
envelope and into a coat pocket), in one 
color at a cost of $160 an issue. It carries 
roughly one page of small ads and prac- 
tically no pictures. 

Copy is a masterpiece in condensation. 
Editor Ragan gets all the facts in, stripped 
of the detail. He spends little space on 
events that have already taken place. 
In the nine small pages actually allowed 
him, he packs in a brisk, challenging 
and sometimes annoying editorial; one or 
two contributed articles of a few hun- 
dred words each; a section of news items, 
always sprightly handled, dealing with 
events in communications; another section 
on newsworthy comings-and-goings of 
the membership. Sometimes he has a 
half page left over; he often uses it to 


Salesense in Advertising .. . 


Vital Principles of 


By James D. Woolf 


Recently I have had requests from sev- 
eral readers asking for my observations 
on the art and science of mail order ad- 
vertising and selling. The results they 
have been obtaining have fallen short of 
their expectations and 
they are trying to put 
their finger on the rea- 
son, or reasons, for 
their failure. I can do 
no better than repeat, 
in part, what I wrote 
on this subject sev- 
eral years ago. 

The major reason for 
so many failures is 
ignorance of the rules 
and the difficulties. If the hazards were 
understood at the beginning, it is probable 
that 75% of all “hot” mail order ideas 
would die a-borning. 

What are the rules? What are the vital 
principles observed by the _ successful 
mail order advertiser? A few of them 
are, at least in my book, as follows: 


James D. Woolf 


= The right product (or products) is the 
absolute No. 1 essential. One “expert” I 
know asserts that anything that is sale- 
able can be sold by mail. This is false if 
he means “sold by mail profitably.” It is 
true, as we all know, that consumers 
whose principal sources of supply are 
the big catalog houses, such as Sears and 
Ward, will buy everyday staple merchan- 
dise by mail—even pins and carpet tacks. 
But the kind of mail order enterprise we 
are considering here is not a “principal 
source of supply.” 

The right mail order product is also 
readily available in any quantity that 
may be needed. Many mail order ven- 
tures, successful at the outset, have failed 
hopelessly when the supply dried up, or 
when, equally disastrous, the supplier 
suddenly upped his price. 

The right product is a repeater, par- 
ticularly if it is a low unit purchase. 
Often the advertising cost per unit is in 
excess of the profit yielded by the initial 
sale. Repeat pays the profit. 
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get an argument started. Once he 
paused to pay tribute to his editorial as- 
sociate, Lynn Pierce of the Chicago Amer- 
ican, also gifted at the art of saying much 
in minimum space. 


s Mr. Ragan ducks the clichés of associ- 
ation reporting. He may even omit one or 
more of the acknowledged elements of a 
good news story—“the ‘when’ of a past 
event isn’t important, nor is the person 
who announced that it took place, that 
it was a great success and that a good 
time was had by all.” 

The Chicago crusader in association 
journalism impresses the reader with his 
integrity in reporting. He has admitted 
the group’s Christmas party was a flop, 
and said why. He wishes that industrial 
editors would sometimes report that the 
hot dogs at the employes’ picnic were 
cold and that the crowd wasn’t as large 
as expected. “On these relatively unim- 
portant matters,” Mr. Ragan says, “much 
readership acceptance could be gained.” 


= He has teed off against the short sen- 
tence vs. the long; against the number of 
women in his profession; against pictori- 
al journalism which he calls over-rated. 
He prods his readers into raising their 
eyes from their desks in order to look at 
horizons. 

The Chicago editors’ group appears to 
have earned a mantle itself, on two 
counts: First, it had the intelligence to 
appoint a truly creative editor for its as- 
sociation journal, and second, it had the 
good sense to leave him alone. + 


Mail Order Selling 


The right product has several virtues, 
as follows: 

1. It has novelty; it is different; it of- 
fers a unique benefit hard to match in 
local stores. 

2. It fills a more or less general want 
or need. If, as against this, only a hand- 
ful of people can make use of it, its ap- 
peal is not sufficiently universal for good 
volume and profits. 

3. The unit of sale is not too low. It is 
difficult profitably to mail-sell products 
priced under a dollar (unless the product 
is a loss leader offered in an effort to 
build up a responsive mailing list). 

4. Its price is in line with local store 
competition. But not always: if the prod- 
uct rates high in quality and novelty 
it may successfully command a higher 
price. Example: Bear Creek’s Royal Rivi- 
era pears. 

5. Unless the advertiser is interested 
only in a “quick kill,” the right product 
is not a fad, like mah-jongg and similar 
short-lived games. 

6. The right product has genuine mer- 
it. It measures up to every claim made 
for it in the copy. One advertiser of a 
fully guaranteed $5 product went broke 
because a third of his customers de- 
manded the return of their money. 


s Unless the product is a high unit item 
permitting a substantial margin of profit, 
it is not impossible but it is exceedingly 
difficult to build a mail order business 
on a single article of merchandise. The 
most successful mail order operators of- 
fer a line of related products. Example: 
The Old Mexico Shop, Santa Fe. Two or 
more times a year a catalog is sent to 
the thousands of customers who previ- 
ously bought a single item, possibly a 
loss leader, which has been advertised in 
small magazine ads. 

Note that the Old Mexico Shop’s cata- 
logs offer related articles of merchandise. 
This is important. My own tests have 
shown that a woman who has bought, 
for example, a Navajo silver-and-tur- 
quoise bracelet is a poor prospect for a 
patented potato peeler or a bridge book. 
In the same way, a man who mail-buys 


Loe “eeien wet hack 5 _ - - ae Sea : . : re : Fs Bre. ee ee ae es Pea eg : ae: a — 
:) heart: ae : ar e yet if Seager Vee ee ta Re a ad Reet ae ce 2. on AS e ae esis ORs sre i ia oF ae 1 
ee s ts 
¢ i 
a i 
Sito 
la ety ee 
hae 
aie eer | 
au 
fy. hi ee 
Bier aguas 
AE cea : } 
Deion aed tee 
¢ c Uaae 
x ne ee 
eat ae 
Bes me | 
Ps fai t 
Petal 
Bie, es 
He ai ene 
ee Se 
‘FF 
eee: ‘ 
Pearse ct ey 
i sivas | 
ae 
aeer } 
ae Sr a * 
a oe BS ij 
eee } 
ie i as 0 
eer aaa i 
Se ae t 
=o Vs en i 
0 
eye tae 1 
Si aay i | 
7 ee } 
oe - i 
ee 
Pee 
eae 
pas er bad 
BN gAe Pr. 
i i 
iialeomese 
fees ay 5) 
SAO a 
ig Ales 7 
icy ee oe 
eee ary 
ae eae P| 
a 
si Se coat 
ee Oak : 
a ee | 
’ ] 
ed Po Po 
aie 
eae oy 1 
eee 
Si bie 
+ 50h Siar 
Or ees 
Pca 5 3h iets | 
, 
; 
i ; 
7 i 
ais i 
gee 
bagi cee 
eae 
z ABE | 
Be aa at ; 
Sane, ‘ 
eae he ’ 
Aeron 
a Lae can 
es hs 
ES 
: ae 
ee, 
ie ats Bs | 
¥ = oi } 
see ile | 
ae 
aes Eien, 
ri a 
eee i 
vid ace | 
c fe 
ase iat i 
ais is ae 
Os 
Bea as, of ‘ 
hae ae 
RE CF 
Cte as 
Gay eae 
: Be is } 
q : / 
7 
ENE ae 
acrabeee st | 
ve ' 
£5 rah aes « 
| nee ee 
ie ee de 
nae —————————————————— 
Se ae 
i ret, 
a: oie 
a ea 
ies 
He 
a tae 
te, 
an 8. 
Be aol 
ave 
Ee eee 
ph Sis eae 
Ligareke YOEe 
a ee 
2 oe | 
Pegiet ee 
ASS pie ed 1 
sas 
ate 
oe 
a ae ¢ 
fer ° 
py epee. >. *. i rag ie ; SB ee ee... rn. Petipa oo trogen tan Bonet ae See RRC eee gS! Meee See eS SS laa S 
ee NS a SP é a ; ERS Meee SS Pee ee ONO eae sor so a ee aaa ate hima SG ys ca ae oe r oe 1 ote See area SS le A A ie Ate ghar Hae a A Petr i lao dm, Oe ay tn «a see P< epee Soe ey x hay we 
rs ae ea iemmenas S iad oo, Sag Pa? Aaa 5 Ramin edie eras A <A apenas 92 oh eee s ys Om AE GRC : Si iat oR cee — dle, CSR t ane Game 
| Atenas a) = ory err CO at a aa er 5S 2 SN Pee a | ee bens Ges aT z erie fete «Oar Te ne ele te 5a Re et oO ee wart aoa ast E, eels Oh iar bt -* 4 i ee L. i Pa eee ee a hula ae Ra st 
& 5 Ao ae ita vee Be be ean Soe aes =a ste 5 [sere —- oe ida te isiguarapns. ee ta tS ae th pittae ee ag = ence ae Bee Oa ee Be, : vir ded een PA aad oe es ; ae Uireripeie a eens vate ete 
rs oP aiad ing. 5. Seay eee AA ee re ee 5 eee ee a ee ong ss eae CACO SG, Somme eee ee eee eee: a es : Bk eS eras aed sR 
he yy is poe ane te es et A | et eee ia, Nats ot ee Le aaa tale oe ag tee ee ae ee Fs Pi OR re ss, es |, Saat : gees ot : Sy aol ene beech saa ea 


Every bank president in every Southern town up to 10,000 population has 
just been asked by the Service Bureau of International Business Machines 
Corporation to appraise the merits of individual farm magazines. 


The banker, having such close personal and business relationship with the 
leading farmers of his community, is uniquely qualified to appraise the influence 
and editorial soundness of farm magazines. He is usually a farm owner and farm 
magazine reader himself. 


Nearly one half of the South’s 4,000 rural bankers responded to this survey. 
Here are the questions and their answers: 


Which one farm magazine is making the greatest contribution to Southern agriculture? 


61% named 13% named 11% named 15% named 
The Progressive Farmer Farm Journal Farm & Ranch All others 


Which one farm magazine has the soundest views on matters of great importance to the South? 


53% named 19% named 12% named 16% named 
The Progressive Farmer Farm & Ranch Farm Journal All others 


Which one farm magazine has greatest influence among farmers in your area? 


62% named 12% named 10% named 16% named 
The Progressive Farmer Farm Journal Farm & Ranch All others 


Ask your Progressive Farmer representative or write any office for the complete results of this survey by states. 


- In the South, more bankers, more farmers, more dealers, more agricultural leaders prefer The Progressive Farmer than all other 
farm magazines combined. The Progressive Farmer dominates the rural South as no other magazine dominates a market of similar size. 


The Progressive Farmer 
5,500,000 readers in the 16 Southern states 


Advertising Offices: BIRMINGHAM + RALEIGH » MEMPHIS * DALLAS » NEW YORK + CHICAGO + LOS ANGELES +» SAN FRANCISCO 
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a necktie is an unrewarding prospect for 
a shotgun or a book on stamp collecting. 


#s A common mistake among mail order 
tyros is a failure to figure all items of 
cost. After totting up the cost of the mer- 
chandise, the cost of the advertising per 
unit sold, the cost of postage, and the cost 
of one or two other obvious items, they 
arrive at an illusory total. Every half- 
penny of cost vitally affects the final 
result—the cost of cartons, wrapping pa- 
per, string, labels, stationery, bookkeep- 
ing, correspondence, general overhead, 
and a score of other items, each trifling 
in itself, that are common to any mar- 
keting operation. 


s The most usual error, I think, is over- 
optimism when estimating the advertis- 
ing cost per unit sold. The product, let us 
say, is to be sold for $5; $3,000 is to be 
invested in magazine advertising. The 
advertiser guesses, hopefully, that the 
advertising cost per order will be 50¢. 
On this basis he will receive 6,000 orders, 
which, at $5 per order, will give him a 
gross business of $30,000. The veteran 


mail order advertiser will indulge in no 
such optimism; he knows from experi- 
ence that his advertising cost will run as 
high as a dollar or more, and he figures 
realistically on that basis. 

As a matter of fact, if he is a veteran 
he doesn’t guess. He tests. He wouldn’t 
dream of shooting his entire appropria- 
tion—whether it’s $3,000 or $33,000—un- 
til he has first tested his copy appeals. 
If his results are unsatisfactory, he 
makes further tests or he hunts around 
for other products with more appeal and 
saleability. There are a number of in- 
genious and inexpensive ways to test 
mail order copy, but space will not per- 
mit a detailed account of them here. 

The most common mistake made by 
the mail order amateur is his failure to 
turn his copy over to a qualified expert. 
He writes it himself, either because he 
fancies his own artistry with words, or 
because in his innocence he does not be- 
lieve the expert is worthy of his hire. Or 
it may be, perhaps, that his failure is 
due to his inability to lay his hands on a 
qualified expert, because—alas!—there 
are so few of them. # 


Mail Order and Direct Mail Advertising ... 


Building an Unusual Business by Direct Mail 


By Elon G. Borton 

Ten years ago in Milwaukee two attor- 
neys needed an extra stenographer for a 
job late one afternoon. They were unable 
to find one. They decided then and there 
to establish a service bureau that would 
fill such needs for 
others. 

The resulting opera- 
tion was named Man- 
power Inc. Today that 
organization has 150 
offices in this and sev- 
en other nations. Last 
year it placed employes 
for temporary work 
with 50,000 customers. 

Starting as a tempo- 
rary-help supply service for offices, Man- 
power Inc. now has an affiliate organiza- 
tion, Salespower (headquartering in Chi- 
cago), offering 15 services in the area. It 
has an industrial division offering quick 
help in the factory, warehouse, or your 
yard or garden. It offers a Manpower 
Management Forum and research studies 
on “The Controlled Overhead Plan.” It 
describes itself as the “world’s largest 


Elon G. Borton 


business service organization.” 

From the start this organization has re- 
lied very largely upon direct mail to do its 
selling job. It uses some publication ad- 
vertising, but chiefly depends on direct 
mail because thus it can pick its logical 
prospects and reach them directly. 

From its home office in Milwaukee it 
sends out more than 500,000 regular mail- 
ing pieces each month to its own lists and 
address plates. In addition, its offices often 
send out special pieces designed for their 
special situations. Its branch offices main- 
tain complete direct mail departments to 
serve advertisers, advertising agencies 
and govermental agencies, stores, etc., 
with their direct mail. 


= The Manpower mailing campaign uti- 
lizes many forms of direct mail—letters, 
brochures, envelope stuffers, leaflets, 
post cards, etc. The samples I have seen 
are well done. It has won the Direct Mail 
Advertising Assn. award for outstanding 
use of direct mail in promotion of its own 
activities. And it is making expert direct 
mail service available to its clients on both 
an emergency and regular basis.# 


Looking at the Retail Ads 


By Clyde Bedell 
(Mr. Bedell is a consultant in crea- 
tive advertising and advertising 
training.) 

When a hard-bitten adman whose bus- 
iness is appraising advertising, and ana- 
lyzing it for strengths and weaknesses, 
and counseling for its improvement, gets 
caught in the web of an ad-writer’s well- 
practiced art, the advertising must be 
good. 

A few years ago, before our first trip 
to Australia, I read hundreds of ads from 
Melbourne. The ads of only one store 
made me resolve to go—with my two sons 
—to that establishment, some 10,000 miles 
away. We did. 

Since then, I would hate to estimate 
how many pairs of Fletcher-Jones slacks 
we have bought. 

Now I have been studying ads from 
Edinburgh. Some of the most effective 


and distinguished men’s apparel ads in 
the world, surely, must be those of the 
tailor, Jackson. While I am working in 
Edinburgh, I shall surely go to this estab- 
lishment. 


= In two ads of a series. Jackson 
himself “speaks” all the copy, in all the 
ads, but often quotes his customers. It is 
Jackson whose picture you see. Here is a 
proprietor who talks up his business with- 
out sounding stuffy, or blatant. 

And the copy achieves a wondrous 
thing in that it offers popular priced 
clothing in all the ads without making 
you feel that fine clothes cannot be had 
there too. Typical line: “Two-piece suits 
to measure £8.8.0, £9.9.0, £10.10.0, or 
as de luxe as you like. We also have a 
complete ready-to-wear service.” Just 
from these ads I have confidence in this 
outfit. 


Copy approach in the larger ad is this: 
“It finally dawned on me, Mr. Jackson,’ 
said the young man I was visiting the 
other evening, ‘the clothes I’ve worn for 
the last five years belong to a different 
type of man.’ 

“It sounds like a ghost story,’ I said. 

“In a way, it is,’ he said. ‘The man I 
was then has vanished forever. Then, I 
was struggling to make my way; now 
I’ve got more money, different tastes. 
Why in the world, I suddenly said to my- 
self, don’t I dress like it? Within an hour 
I was at Jackson’s. Since then, I’ve been 
wearing my own clothes.’” And so on. 

None of these ads I have seen show 
beautiful men wearing what’s for sale. 
But Jackson’s own appearance always 
says something for his merchandise. 

The copy is always casual, natural, 
credible. 

It doesn’t mince words, but actually 
is out after business. 

Somewhere across the world from me 
as I write this tonight, is an imaginative 
ad person who knows the threefold task 
of every ad: To be interesting, to be per- 


Advertising Age, June 30, 1958 


suasive, and to communicate the message 
with easy-off-the-page clarity to the 
reader. 

Since there are all too few ad people 
who are truly concerned with this three- 
fold necessity—to be achieved only by 
adherence to 30-fold standards—I doff 
my hat. And I will probably meet and 
see this person long before this item 
appears, It is a truism that people with 
liberal religious convictions make quick 
and fast friendships wherever, whenever 
they meet each other. The same is true of 
those who have long been preoccupied 
with an intense study of salesmanship— 
oral or printed. 


= A wise man I know once said that 
wherever two advertising men meet, hot 
air begins to flow which floats them 
apart. I know that when two real students 
of selling meet—regardless of their re- 
spective ages—they always have case 
histories which in all languages, skin pig- 
ments, and climates, confirm basic prin- 
ciples of persuasion, and friendship usu- 
ally follows. # 


DRAWTHINKS, 
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Who says you can't cartoon? 


—for the copywriter who wants to draw well enough 
to communicate with his other half, the art department 


Sex 
ene 


Scocevesd 


“*Most anyone can draw a human 
figure,” according to a visual-think- 
ing copywriter I know. Says he: “Go 
to any first grade in the country and 
see for yourself. The kids, however, 
are mainly interested in one thing, 
identity. (“This is a purple space- 
man,” ete.) To communicate through 
figures, you have to be able to make 
‘em move, Then they become real 
building blocks for your copywriter’s 
rough or your storyboard, and you 
can put them to work.” 

ca * * 


How do you start? You start simple. 
Last time, we saw an easy way to 
remember proportions for simple 
stick figures. (Right proportions are 
what make your stick figures be- 
lievable.) A—a circle on top of two 
squares. B—the arms and legs go in- 
to action to energize the figure and 
make it communicate what you want 
it to. 

Experiment a little. Pick up a pencil 
and draw these figures in several po- 


PICK UP A PENCIL 
AND DRAW ME! 


Next Lesson: “Cartooning for the Whole Family” 


... AND ME 


sitions—in a chair, on a ladder, at 
the kitchen sink, picking up a pebble. 
See for yourself how changes in di- 
rection create differences in meaning. 
Practice the basic figures shown here. 
Make up some of your own. Skip de- 
tails of feet or hands; they come later. 

Worth while remembering: 
1. Even first graders can draw people. 
But you want more than simple 
identity. 
2. Figures work for you only when 
you know how to control them. 

+ a * 

Since this new series is going to be 
a bona fide, serious consecutive 
course, clip and save this first “les- 
son” (and your own doodles, too!). 
By the time we get to No. 20, you’ll 
be glad you filed Lessons 1, 2, 3, and 
you'll be able to notice your own 
progress. 
These early lessons are going to be 
your picture “alphabet.” And you’ll 
need your ABCs to speak fluently in 
line. 


oo: softs: FTA es & eS 


ae << =< 


ee Re key, 0 eae a et nee eee Eta d ae PRE ae, Zs : oe os ests Shae ee ca al Ciemee hae ee 
Le er pet ee ag eS eee ee ds Sd olen Per pias Hie aba Oe 4 ae eae ede ee ie rae ic! - : eee aie OMe, <a Se, ‘ sport Meee: ne, ae oy i Le : Sin FESS - ! 
foe eS ee ee ee eee he a rad eet ti Ge Mie er rae it d . nee ; Pie Meee eh Ss eat 2 : < fo 
er ine ; fig es . a “ r ae sae aes ae 5 4 Sane care: a \ ore dice A we 
: ee i ae veg read 2 “s ~ She's geome ich 2 7 a “fe = See pine A ea ee et - 
> j " . ot 
Po | | 
| * 
Cc 
at! | 
ear er = e 
ies 7 
yh Ee a 
ae ee 
ae | 
i whe 
er ee 
" 
, ' 
A : 
, ‘ 
* Ret. Ah, 2 
eae: 
Erg et 
See 
ee 
ne | q 
a, eS 
fn eas 
‘ Sees, 
ome if 
he Sea 
a ee = 
Pe og ] 
Pies 
Pease 
5 
Ae ke : 
a re 
gh oie 
Pe rd 
ar ie | 
as | 
ae "i \ 
BN 
(2 : 
acca) 
Pa 
Ei 
Ce Be: 
Rie cate A 
ee mney ; 
crate 
Pat ee 
aie oe 
Evie ere : sme 2 ; ; 
oii dees Std ioe pee ? rp. ! { 
eee LT | “ee ail ee < a ‘ 
A aay *YP ple -,. ~ ‘ 
¥ : | 7 uae eo eka . ‘ 
* os MN | ee am « pe ' 
= a oo y : ‘ 
ses ap Sigel em: | $< 
ce meee eee. Bed SY ae . , 
—- _ Be ak Eo j 
* bt a | TE aie piers eo? Sa ms,” ; 
he Co ~WWRITERS Art Course : 
Pn. oe ot tae a = Puen Se Nee ck Yaeger re ipa aati ‘1 
>. es : « . ‘ 
a: + a | 
: Ba’: rap 
depen ) 
ae ety ake 
ae 
eo re 
ies ee 
ot Sh 
Bey oe f 
i a ae 3 . 
ore : Ae : 
. Piso: is 
eT La 
: oon 
*. , : 
¢ ~ rs . Pre. 
oy Pa . 14 *e 
. r : : 
. * . 
+ . 7 
aozecee Pete te s g 
a 3 
; : tees 
a a . ve Monee 
“ a 4 ® . 
* * e + 
al . 
Se ~~" 
*, r 
ers emeee 
ree 
Te ae 
E 7 eae 
leer 
boa Ss 
Nap Sy agiages 
piece yt 
Sere tw 
eh << 
net 
sae 
Caer ran 
ee | ae 
° we 
tia 
Bo oe 
ie, 
, a See 
, Pe ee 
eae Sane 
rater (aie 
on hae 
ey eae 
iar Whe 22 
cae ee 
kr Pee os 
” lees 
i, SR ae 
Wyte SOE G 
ns 
- 
‘ a a 
rt 
pate aa aa 
Boas ce 
ei ae 
Rai: 
ay 
é - 
i i. = 
ae 
eae 
ae 
a 
Paes 
i Pec z 
ae ° 
£ 
7 a a" a > Paraben ¥ 3 SOE ee ee =o Be es oe erase at Pet Sra ee ee de Be Kee a= ge, re Et tag 7. Tes ag Peo eek es) 
= rd ; : i ca an ei ey ei See Oo es ON ae Se er Sy ea Near eee Dist eeee se Biel Same ete eRe SS ee Ae (a ea ae Meet AE RAO a te ee can ae Se MRR Ree vet 
7 a me £ ae e aot fs ; NS 5 Or aaa BF faa ig Me ere Ko Fate te ee ie Pen aie arg... AMD ig Eid tats Jace seen ik See 5 eee * is oe he op ee oe ere TN ee ede Mel ee ame ote EOE an OT ok. piel T Tal te tes ccelc og YTRETRY EP iet 
a eS ter, Semen ran ate S teh ia er a et ae th ime ec ee Copia =F Nee Rg So ge et POR ie ae eines: Pane ee OR ageism sh neces a i he eNO TR OE CSRR ES —Le6tn RGR NT. SN eae. 2 Saag CRA EBL Ae ahr CRS ge a 
— ss. fag cae ne erect: ve Bes epee ak ae ee eee Pope Sais. Pepe oe ed Ace Bai re) Se Sees Cetin ese. Soak Sig tee at = ae de: Ant A NCORY 5 eg RRND ee Th eR am Saad ose DADE ra Seeman ata” HiT a ae teen 
peli re A ers ty) eens ie at cee eRe adie 5 Re ema ee) Seer Sreglay oP a ae Cr rae er ak ee ae ee et. Gee alec erie owes eae é Seger t Ror ie bie Wee yet 2 ea tie LR yee ee a tend Le nae pl 


— 


—I 


Copywriters . . . Advertising managers . . . 


Radio and TV writers 


-»- Account executives... Art directors ...Promotion managers... 


Copy group heads ... General agency management executives 


Marketing and research execulives . 


. Brand managers 


Recharge Your Creative Batteries 
At Unique 3-Day Summer Workshop 


“ Advertising Age” to sponsor first summer workshop in Creativity in Advertising -—covering both Print 
and Broadcast—at Edgewater Beach Hotel, Chicago, July 23-26. Workshops not in any sense a conven- 
tion—sessions will feature ‘all-star cast” of 28 famed creative advertising, television and radio authori- 
ties in a concentrated three-day postgraduate session in creative advertising methods and techniques. 


The “Advertising Age” Summer Workshop on Gre- 
stivigy in Advertising is the answer to an umportant 
oced of creative advertising people of all kinds 
which are devoted ex- 

advertising —both 
— 

The workshop is in no sense a convention, nor is 
it designed to appeal w novices in advertising. It 
aiens at satisfying the needs of experienced adver- 
tising practitioners and creative people who want 

1. Aa opportunity vo review, critically and ana- 
lytically, the outstanding consumer adverusing, i 
both print and broadcast media, of the past year 

2. Am opportunity w check on new techniques 
and new ideas in both print and broadcast which 
ee ee ee and w pick up 

the creative notions of acknowledged experts. 

3. An opportunity m spend three uninterrupted 
days with other creative advertising practitioners 
from all sections of the country, and c swap ideas 
and suggesuons with them. 


Noted Educator-Admon in Charge: 
Faculty Composed of Experts 


The Creative Advertising Workshop is under the 
general supervision of S. R. Bernstem, editorial ds 
rector of Advertising Age, and will be conducted 
under the persona! direction of De Stewart Hendei 


ern University and editor of the Journal of 
ing, published by che American Marketing 
is weil known as an advertising executive 
thority on marketing and research, having b 
ministrative vice-president of Earle Ludgin & 
vice-president and director of research of Needham 
Louis & Brorby, and manager of the research and 
merchandising armments at McCann-Erickson, 
New York, before joining the Northwestern faculty 
He is the author of numerous rextbooks and articles 
on research, psychology, and kindred subjects 

The “faculty” of the Creative Advertising Work 
shop is one of the most distinguished ever gathered 
together—-a rea) galaxy of experts. The first day's 
sessions will be under che immediate direction of 
Dr. Britt; the sessions covering radio and wleviwn 
under che geoera! direction of John H. Baxter, cre- 
ative vice-president of Earle Lodgin & Co.; those 
dealing with printed advertising are being disected 
by Walter Weir, executive vice-president of Dona- 
hue & Coe. 

Take a ‘look at the — “faculty” and 


their subjects shown on the facing page-—then visu 
alize for yourscli the information and inspiranon 
you could gather from three days spent in their com- 


in the facing page—the seminar 
Ui of their tine during the three 


The Creative Advertising Workshop has been care- 
fully planned so that those in attendance from prac 
tically anywhere in che country will find it necessary 
to spend only two days—or at most rwo and a half 
days—-away from the office. The workshop starts in 
the evening of Wednesday, July 23, and ends an the 
afternoon of Saturday, July 26 

Stay over the weekend or be home for a full day 
Sunday-either way you will go back with your 
creative batteries freshly recharged. ready to tackle 
your special advertising problems of 1958-59 


fee Covers Course, Meals, 
Material to Take Away 


Torai cost of dhe Creatwe Adverunng Workshop « 
$110 per parncipant. This fee covers over thuce full 
days of sessions, five meals (thece luncheons, two 
dinners). and Advertsing Workbook 
which will include reproductions of primed adver 
tng which is dix used, sdenificarion material on 
tadw and television mm 


Creatrve 


4, program and 
workshop 
fed 4 sum 


fequesnng them 

Applcanons 
receipt, and since fae 
hat the accornpanying 


at the detashod program for the three- 
¢ Adverrising Workshop on the opposite 
fe. Study the distinguished “laculsy”. Nore the 
down-to-earth. practical character of che subjeces 
which are mo be discussed, and the considerable 
amount ot new maternal whach will be presensed, 
Note espectally bow che workshap is organaed so 
as to provide the broadest possible creative stemula. 
nom and information tor eteryome interested in cre 
ative adverosing copywriters. radio and TV as well 
as prone 


ati durectors . advertsimg mansgers—ac 
count executives—producers and supetviens of 
everyone who 
bas an meerest wm the creative advertising proces 
will benefir from these intensive workshop sessions 

Here is a real chance @ recharge your create 
barreties—to learn the newest techanjues and de 
vues—to review the bese of the past year—to spend 
three exciting, simulating. idea-tul days with « 
carps of experts on 


radio aad TV commercials 


phases of creative advertsang 
1 nocions and ideas with other 
creanve acivettonng people m an acmosphere tree 
trom the usua 


40 Croms-lertifie 


distractions of business 

For three of the most exciting, most srenulasing 
most worthwhile days you ever spent 
back the coupen now 


Hag 


deh PF Conn nghom fowtes 6 Come 


Check the Sieicctition, 3 Practical, Idea-Filled 
Curriculum of the Creative Advertising Workshop 


Renee A Once Ahad Penny Ree, WO Mcthenen 
WEDNESDAY, JULY 23 
S07 30pm REGISTRATION AND INFORMAL GET-TOGETHER 
745 em WELCOME $ 8 Bernstein. Editorial Devens 
7Rom EXPLANATION OF PROGRAM. Dr Stevort i, 
tte Oem 


HOW TO BE MORE CREATIVE Or. @ 
of Marketing, Uniwetsaty of Noug oo 
An caremnel, aserevung and chalice 
pracescs by a anan feom the adver 
heatrwiy bas 


é whose exposstion 
senec! #!| ower the cod 


€ Dr. Emew A . 
tor Motrwanonal Research, Croton-on-Hudson, NY 


bead tables at the owe eacheos end dimer sesuens 
se periods are speciBcaliy sev amide for safermai con 
— hshop perscpans aad feculty members 


ate CH CAN HELP YOU PREPARE MORE EFFECTIVE ADVER- 
chord D. Crisp. President. Richard D. Crisp, Ix, Chicago 
Je Spm 1$ IT TRUE WHAT THEY SAY ABOUT MOTIVATION RESEARCH? 
Ths sew Laks CH Ime conve che hushhgthes of dhe semonar, bringeng tagether 
aw « dow Messrs Gare Potisz '‘Dichoer and Comp. with Dr. Brut seeving 
moderatar—tor a duwe-toearth dimussion of research and <resnve 
5.200 8pm INFORMAL SOCIAL HOUR AND DINNER NO SPEAKER 


815% 10pm = DEA THEATER. lee See. ' Vice-President and Crestewe Director, 
Edweed H Weiss and Co, Chcage 

Relax and rayoy a two-hou: showing of excitement on fim Pious, and «gmens 

ot pecnares, coliected from al over the world, will be shown You'll find ideas 
p TY productions 


FRIDAY, JULY 25 
The Creative idea in 
Today's program onder the general fire tion of John H. Boxter, Creative Vice -Premdent 
karte Ladgn & Co, Chicage 
Pre lOom HOW TO WRITE A RADIO coeaapacias wes REALLY WORKS. Henley 
Merias, Vice P: ent, Copy Director. Young & Rubicam, New York 


How Neletos it been sinet you've 
1g them pow, have you op with 
Thos sexton is ¢ must for anyone 


rads x 
the texchnscquey that real 
whe « sow workrng im this be 


omni ng aed 


10 te tl om HOW TO BE OFF-BSEAT WITHOUT BEING OFF-BASE Storm Freberg. 
Ereberg Le ’ eotoot Hulbweed Prod 
mali ony a feitow who has created more than his share of off 
Deat radi na hat have cently worked Pests you lH remember bim 
fon that tamows seres, Who put eight great tomatoe thar leetle biety cam 


1h Ste 12-28 THE MOST EXCITING RADIO COMMERCIAL WE EVER 
Kevin Sweeney, President, Radio Advertsung Bureso, New York 

We asked a dozen top agencies to give us the inde mory of the radio commercial 
that ponduced the most excitement ia ther shop Here are a few of the agencies 
which will perticapete: Leo Bursert Co, } Walter Thompson Co: MeCane 
Erickson: Foote, Come & Beiding. Bare Ludgin & 

12Wem LUNCH, NO SPEAKER 

2ietpem THE USE OF VIDEO TAPE FOR COMMERCIALS Hooper White, Radio 


TV Producer. }. Walter Thompson Co 


Now peu car { pictures on tape just like sound. Comme soe thee process demon 

atm! beam t aret <jisaivantages as fac as TV commercials are 
oncerned. In addition, during che program well have an actual remost pickup 
r - an spat the i ference berwren live 
video tape tr w sod on this show 


HOW TO BE CREATIVE IN EDITING TV. Williom Vor Preeg, Prendent 
Van Praag Productions, New York. 
con F an tcl that an clatoe break 4 mow 
the e@dating foade ie o8 mony TV producers amd Writers 
om. How well versed are rou os whet ceding Gan de te 

comamety sls CvEn mmOwe CToatbe 


de 345 pm 


3:45 0 4.30 pm TV TRICKS YOU CAN LEARN BY WATCHING THE MOVIES Willem 
Cieds, Direct, Comme! Teter men Divwiog, M4G-M Seudios, 
Headly wun 
We ashe! ome of Hollywood» top specal efiece men co present « demomtinanon 
ct Hullywoud cechmegees thet hawe oftee been owerlonked on TV comeerctals. 
This session should prowe t be a guld anime 
Adon nee ee TL AN EXCITING FILM COMMERCIAL FOR PEANUTS. 
C7. Sepder, Yue Presdem, Dicer of Radio TY Commenual 
fn ahucrum, Newtham, Lous & Brorky, Checage 
Everyone knows chat “dream commercials can be produced oe valued budgen 
This session is prot that you can pack oma! excitement inte Sle ¢ 
without breaking the bark 
30 pm INFORMAL SOCIAL HOUR AND DINNER NO SPEAKTR 
7 THIS 15 OUR BEST. Horry W MeMohen, Vicw-Prendent ie Change TV 
Production, Leo Burner Co. lac. Chicago. 
Mose than s jccen ieading fim (omnpanses peck the commmenal they Consedet the 
best they have cver turned our, and cell why An onusually cefeeshing look a 
telerirom commen vais trom the cew poet of the country s topnotch Ghm peaducer. 
SATURDAY, JULY 26 
The Creative idea in Print 
Today > program wacer the gemera demtive of Walter Weir, txewwee View Preadens, 
Donshue & Coe, inc, New York) 
Proll am Aat THEY TOPS O8 MOPS? 
Same 50 sivernsements repreenting « wide varwty uf cousumer promt 
will be circulaced im adweace to a panel of exper, led by Mr. Weir, for scormg 


# doten of more of the 


be on advernsing tuadamentals, am! on apprasches which will suzengs! 
ating and prowube besn strategy ntormetion tor creanee people 
ude 


john F. Cunninghem, Prosuirnt, Conningham & Wish, inc, New York, 

An Director aad Cocatie Dusectt, Lee Buren Co. 

Ch.cago, Merten O'Meere, Vice Presiden snd Copy Superemer, | Weber 
cage 


S115 te 12S TRICKS WITH A CAMERA James H. Brown, Jems MH. Brown Sroding, 
‘ 


hucago 
You cap do mace than snap s shorter and whe » picture with & comer. 


There. 
are erchs and techarques chat can help you creste « whole new world of an. Aa 


expert who has ceed chem shows you how to do 
1215S pm WNCH NO SPEAKER r 
115te2p.m HOW WELL OO YOU UNDERSTAND PEOFLE? 


A soted edotur reveals some chings he has learned about how t get people cx uted 
He also tells bow chose things can be applred co advertising 


2te 7248 pm WalCh YOUR LANGUAGE Hh fennenboum, fnsnmute of 
Cosas ones ations Rovestch, Carwersety of Minos 
Vou might be talking ower your auchbence’s bead veo know @ Where 


every ydes words thar od ofiemeve Coauthor of 
wimg.” at < newspaperman who lm now s research 
toblems gree poo the iamde story of how wards 


2433 esa crate ry USE COLOR TO S#i  Reiph Eererstrem, Derecme Depart 
t Design, Comtmener Corp of America, Chicage 
ie your ads, your pax jing ated your desler. 
koow how to use & A mar. who has made « htel 
ol = scree 
2 20te4 Spm PRINT CAMPAIGNS | WISH | HAD DONE—AND WHY fairfax Mm. 
Cone, Chairman of the Execurive Comumeter, Foot, Cane @ Belding 
A tavorite pro presents some ot hus tavorine ods 


41510430 pm SUMMARY OF CONFERENCE AND ADJOURNMENT 


on work eoiracies of you 


frrotl me for the ADVERTISING AGE SUMMER WORKSHOP ON CREATIVITY 
IN ADVERTISING. My check for $110, covering complete registiation fee, 


luncheons and two dinners on july 24 25 and 26, is enctosed 1 | bei 
me, bil my compeny ~) 


Name (please print or type! 


oe rrr 
' 


iBaa 


<nctane 


ober 
og sedy of color tells you some 


inciuding oMendance and perticipotion in oll meenngs ead the cost of three 


fi 


4 


% 
| 
! 
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24 


| 
Compony | 
| 
Addross 

sreser on Lon vere 
MAKE YOUR CHECK PAYABLE TO SUMMER WORKSHOPS, ANO MAIL TO ; 
SUMMER WORKSHOPS, « /o Age. 200 E tilinols St. Chicege 11, i ; 
M pte waet intormatien ond reuw'votion forms ter the / 
tdge wore: Booch More! dui ag he Workshop chect bere j 
eee -~ te - - owe ad 


= une 30 Is Last Date for Making 


Reservations for Advertising Age 


Creative Advertisin 


With well over 300 reservations already in 


hand, the “Advertising Age” Summer Work- 


shop on Creativity in Advertising is “sold out.” 


As a consequence, today is the last day on 


which reservations can be accepted. Requests 


for reservations postmarked later than June 


30 will not be honored, except as last minute 


cancellations may permit substitutions. 


The decision to close 


the doors more than 


g Workshop 


three weeks before the Workshop goes into 


session on July 23 is made reluctantly, but 


in the best interest of those who have already 


enrolled. The response to announcement of 


the seminar has been considerably greater 


than was originally anticipated and as a con- 


sequence hotel and other facilities have been 


strained to the point where it seems advisable 


to limit participation. 
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Andersen Rejoins Capital 

John B. Andersen has rejoined 
Capital Airlines, Washington, after 
two years as an account executive 
of McCann-Erickson, New York. 
He returns to Capital as director 
of public relations. Previously he 
had been with the airline as man- 
ager of sales promotion. 


Otto Names Zeiger 

Robert Otto & Co., New York, 
has signed an affiliation agree- 
ment with Studio Zeiger, Lisbon, 
which describes itself as the larg- 
est advertising agency in Portu- 
gal. Zeiger will be handling Boe- 
ing Airplane and Alka-Seltzer ad- 
vertising through Otto. 


THE VERMONT 
ALLIED DAILIES 
COVER AN AREA 


WHERE 93.9” OF THE 
STATE'S BUYING POWER 
1S LOCATED 


PURCHASING POWER 
OVER $550 MILLION 


BILL 
puy | VERMONT 


Address: Rm. 516, Statler Office Bidg., Boston 
16, Mass., for information on the Key Vermont 
Daily Newspapers. 


VERMONT ALLIED DAILIES 
~ * Barre Times * Bennington Banner 
* Burlington Free Press 
* Brattleboro Reformer * Rutland Herald 
* St. Johnsbury Caledonian-Record 


Bad Show Choice 
Can Ruin TV Ad, 
Schwerin Warns 


Tense Program Content 
May ‘Inundate’ Sales 
Message, Says Researcher 


Ste. ADELE, QuE., June 24—One 
of the U. S.’s leading researchers 
last week said that many American 
advertisers are choosing tv pro- 
grams that are “among the least 
desirable from the standpoint of 
sponsor effectiveness.” 

Horace S. Schwerin, president of 
Schwerin Research Corp., dis- 


|cussed “the relationship between 
;}commercials and the programs in 


which they are housed” in a 
speech before the Proprietary 
Assn. of Canada. 

“Tense shows like mysteries, 
westerns or melodramas create 
patterns of intensity that tend to 
surround and even inundate the 
commercials which appear in 
them,” he said. 

Pointing out that there have 
been many cases in which spon- 
sors have encountered difficulty 
in inserting commercials in tense 
programs, Mr. Schwerin contin- 
ued: 


= “The problem has been greatest 
in the middle position, where the 
pattern of intense involvement is 
most apparent. It turns up, too, 
in the opening position, because 
of the frequency with which a 
teaser scene precedes the first 
commercial and thereby builds a 


ADVERTISEMENT 


Glenda the beautiful secretary 


“I don’t say the boss can’t get along without me. After all, 
he does taxe ikzee weeks’ vacation.” 


But oh, those other 49 weeks! That’s when a boss depends on 
his secretary for suggestions about office equipment, office 
supplies. To sell him, first sell her! You can reach a paid cir- 
culation of 145,000 secretarial career women through ... 


TODAY'S SECRETARY magazine 
330 West 42nd Street, New York 36 * LO 4-3000 


high immediate peak of intensity. 

“The closing appears to be less 
hazardous, the tension usually be- 
ing sufficiently resolved by then 
for the commercial to have a fair 
chance,” he said. 

“As a result of this, we have 
run into frequent instances where 
commercials are only half as ef- 
fective in tense programs as in 
shows of other types. 

“With the present tendencies in 
American programming, this 
paints a rather gloomy picture on 
our side of the border. We are 
promised—perhaps a better word 
is threatened—that 50% or more 
of the network offerings this fall 
will be of the tense type. In con- 
trast, Canada, with its more bal- 
anced programming and more 
substantial reliance on shows of 
the relaxing sort, gives the aver- 
age sponsor a fairer prospect from 
the qualitative viewpoint,” he 
said. 


@ Mr. Schwerin emphasized that 
he was not “suggesting that tense 
shows are inevitably bad buys or 
that it is impossible to gain bene- 
fits from them. 

“Such is not the case,” he said. 
“All I am saying is that adver- 
tisers must learn to adapt their 
commercials properly to the pat- 
tern of environment, and that in 
most instances no attention is paid 
to this requirement. 

“Filmed commercials are sched- 
uled for insertions in shows with- 
out regard to the nature of the 
program; indeed quite often the 
arrangements are made by some- 
one who has no idea of the plot 
of the particular episode nor of 
the action immediately preceding 
the commercial. 

“Small wonder, then, that we 
get examples like this one we 
tested some years ago: An ice 
cream commercial that had been 
extremely effective in a bland va- 
riety show was placed in a tense 
mystery. Its presentation of the 
taste appeal of ice cream made 
with luscious strawberries imme- 
diately followed a gory murder 
scene. . . 


s “The television program is not 
a fence or board on which the ad- 
vertiser can plaster his commer- 
cials like so many posters. It may 
enhance, but it can also detract 
from, the effectiveness of his ad- 
vertising. Viewer involvement re- 
quires careful coordination of 
program and commercials. Where- 
ever possible, specific commercials 
should be tailored and earmarked 
for specific positions in specific 
shows. 

“A well liked and popular show 
is naturally important, but that is 


|another subject—and I might add, 
| everyone seems aware of that side 
of the coin. What is not suffici- 


ently realized is that a high rating 
is no panacea, nor are cost-circu- 
lation calculations alone an ade- 
quate standard for comparing pro- 
gram buys,” Mr. Schwerin said. 


® The second half of Mr. Schwer- 
in’s speech was devoted to the 
use of personalities in tv adver- 
tising. He offered these points of 
advice: 


e Decide on the motivating idea 
for the commercial, then select 
the type of personality which can 
create the desired mental image. 


e The most familiar personality is 
not necessarily the right one. 
Make sure the person “is well liked 
in addition to being well known.” 


e If the personality is to “exper- 
tize,” it should be in his own field 
of authority. 


e Give your personality a “star- 
ring, or at least, a good role. Un- 
imaginative use of the personality 
in the hope that his popularity 
will extend a halo over the prod- 
uct is likely to backfire and result 
in an ineffective commercial.” 


e Make sure that the personality 
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Advertising We Can Do Without... No. 52 


IF YOU CAN AFFORD #124.” 
RENT PER MONTH 


then for only $20 more 


YOU CAN OWN YOUR OWN 
HOME AND LIVE IN LUXURY 


JUST A LITTLE MORE—This portion of an ad for Birchwood Park, a real 
estate development on Long Island, is included in the “Advertising 
We Can Do Without” series only because it gets a bit “cute” about 
prices. Although it is reproduced nearly original size, you may have 
difficulty reading the middle line of type which says, “then for 
only $20 more.” In clearer style, “you can own your own home and 
live in luxury” not for $124.50 per month, but for $144.50. 


is backed up by the proper set- 
ting and other visual aids. 


e If the personality is to do a sub- 
jective job of selling, try to get 
him to stick close to the central 
idea of the commercial. + 


PRSA Southern California 
Chapter Elects West 

George H. West, director of ad- 
vertising and public relations, Con- 
solidated Electrodynamics Corp., 
has been elected president of the 
Southern California chapter, Pub- 
lic Relations Society of America. 

New vps of the chapter are 
Frank C. Sullivan, director of pub- 
lic relations, Southern California 
Gas Co.; Joseph H. Jordan, public 


relations consultant, and Wallace 
Jamie, director of public relations, 
Carnation Co. Harold H. Litten, pr 
director of Bellehurst-Los Coyotes 
Country Club, was named secre- 
tary-treasurer. 


Esterbrook Pushes Contest 

Esterbrook Pen Co. will use 
b&w pages in September issues of 
American Girl, Boys’ Life, Life, 
The Saturday Evening Post and 
Scholastic Magazines to promote a 
“school days contest” offering a 
two-week European vacation for 
four as grand prize. Entry blanks 
are obtained with the purchase of 
an Esterbrook. Young & Rubicam, 
New York, is the agency. 


Good printing catches your customer’s eye—catches it and holds it. 
The kind of printing done by Johnson Printing, Inc. 
When you see the work of Johnson Printing, you know why it 
commands attention. It’s the kind of clean, sharp four-color work 
that demands top craftsmen and fine modern equipment. 
Johnson’s skilled, dedicated craftsmen and modern equipment— 
most of it under two years old—show in the sharp 
registry and brilliant color of the work. 
Most of your customers won’t be able to explain in detail why 
the printing Johnson does for you will be so impressive. 
But they’ll get the idea—and you'll get the benefit. 
Some of America’s best-known companies have discovered the 
accurate, quality work and dependable service 
that has built Johnson Printing, Inc., into one of the finest 
and most complete plants in the Midwest. 
Why not find out for yourself? Here’s our address: 


JOHNSON PRINTING, INC. 
2215 Galloway Street, Eau Claire, Wisconsin. Phone: TEmple 2-6692. 
Better Printing Through Quality Control 
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Hoefer Elliott 


Hopkins 


Herbert Collier 


LIVELY GROouP—Among those at the AAW convention in Vancouver were Bill Hopkins, 
KBET-TV, Sacramento; John Hoefer, Hoefer, Dieterich & Brown, San Francisco, out- 
going AAW president; Neva Elliott, AAW legal counsel; Ralph Herbert, KBET-TV, 
Sacramento; Charles W. Collier, San Francisco, AAW exec vp; F. S. B. Rickards, Mel- 


Retailing Shifts, New Dimensions in 
Marketing Challenge Agencies: Allen 


(Continued from Page 1) 
hole. The hard-headed realists 
who succeed know that advertis- 
ing must concentrate today on es- 
sential communication to the con- 
sumer. Essential communication 
says what the customer thinks is 
important—not the manufacturer, 
not the president’s wife, not the 
sales manager, not the engineer- 
ing department, but the customer.” 

Mr. Allen told the agency exec- 
utives that “you are now face to 
face with the great battle of the 
private brand versus the national 
brand.” Studies, he added, show 
that A&P private brands accounted 
for 75% of its tea sales, 57% of 
beans, 38% of margarine, 27% of 
packaged desserts and 35% of 
shortening sales. 


s Whit Hobbs, vp and associate 
copy director of Batten, Barton, 
Durstine & Osborn, warned that 
admen are “blanding together.” 

“This bland world of ours is a 
trap,” he said, “and the public has 
fallen into it. It’s a trap that ad- 
vertising helped to create. Now 
you can be blander than she is. 
This is the world that advertis- 
ing’s jack built; and advertising 
has fallen into the trap, too. Ad- 
vertising has gone bland; every- 
body is moving in toward center. 
We all look alike and sound alike.” 

While Mr. Allen stressed the 
role that advertising could and 
should play in the future of our 
domestic economy, still another 
speaker told the AAW delegates 
about economic changes taking 
place in western Europe that offer 
an even broader opportunity for 
advertising. 

C. D. Jackson, vp of Time Inc., 
New York, discussed the advertis- 
ing and marketing potential that 
has been created by the formation 
of the European Common Market. 

“It is only in the last few years 
that Europe has gained a real ap- 
preciation of advertising, mer- 
chandising and selling,” the Time 


| Inc. vp said. “Adding those people 
who will join the common market 
in forming a free trade area will 
create an effective market of 
more than 200,000,000 people. 


= How does the country’s fifth 
largest wholesale baker, operating 
23 bread bakeries and six cake 
bakeries which produce bakery 
products under eight separate 
brand names allocate its $4,000,- 
000 advertising budget? 

This question was ably an- 
swered at an advertising manager 
session Tuesday afternoon by 
Anne Carr, assistant to the adver- 
tising manager of Interstate Bak- 
eries Corp., which racked up sales 
in excess of $113,000,000 in its last 
fiscal year. 

“Interstate uses three main 
guideposts in setting up its ad 
budgets,” she said: 

1. “For sustained, year-to-year 
advertising we are guided by a 
percentage of net sales.” 

2. “For problem markets, or for 
the introduction of a new item, 
we endeavor to survey the market 
and estimate what amount would 
be needed to do an adequate job.” 

3. “Sometimes we use a combi- 
nation of both methods.” 

Stressing that her main func- 
tion is advertising cost control, 
Miss Carr said that she is “the 
original trouble shooter at any 
brainstorming session, because 
my first question is, ‘How much 
will it cost?’ and my second ques- 
tion is, ‘How much bread will it 
sell?’ 

“The advertising business, in our 
opinion,” she continued, “should 
face the fact squarely that cost- 
consciousness is not one of the vir- 
tues for which it is noted, as a 
whole. . .” 

The emphasis switched from 
money to time at the ad man- 
agers session when Bob Hill, man- 
ager of advertising, Columbia- 
Geneva steel division of U.S. Steel 
Corp., strode to the rostrum with 


Rickards De 


a cuckoo clock in his hand. 

Mr. Hill used the clock to dram- 
atize three questions he feels ev- 
ery advertising manager should 
ask himself: 

1. Do you take time for crea- 
tive planning of your advertising? 

2. Do you take time for crea- 
tive execution of your advertis- 
ing? 

3. Do you take time for crea- 
tive evaluation of your advertis- 
ing? 

The ad manager who doesn’t 
take time for these three points 
“is ineffectual—and doesn’t de- 
serve his job,” Mr. Hill said. 

New AAW officers elected at 
the convention were Nelson Car- 
ter, FC&B, Los Angeles, presi- 
dent; Richard Ryan, KLOK, San 


Mrs. Borden 


Jose, senior vp; Frances Peterson, 
Zion Cooperative Mercantile In- 
stitution, Salt Lake City, vp-at- 
large; Don Ostensoe, ist National 
Bank of Portland, secretary, and 
Gordon Rowntree, James Lovick & 
Co., Vancouver, treasurer. 


= Special club awards made at the 
AAW meeting: 


@ Herbert H. Kirschner Trophy, for the 
most effective promotion of Advertising 
Week by AAW member club—Sacramen- 
toe. 

@ Don Belding Trophy, for the best job 
by an adclub in advancement of business 
and advertising activities—Leos Angeles. 


e@ Advertising Council trophy, presented 
to the adclub conducting best public 
service activities—Les Angeles. 


e Arthur E. House Sweepstakes, pre- 


Borden Proud 


bourne, Australia, head of a Melbourne agency bearing his name, winner of the cup for 
the member coming the farthest; Frank Delaney, president of the Fresno Advertising 
Club; J. S. Roberts, Atlanta; Harry Borden, head of Borden Printing Co., San Francisco, 
Mrs. Borden, and James Proud, president of the Advertising Federation of America. 


sented by the Oregon Advertising Club 
for best over-all job on club activities— 
Phoenix. 


@ Printers’ Ink Trophy, for the best work 
in advertising improvement and adver- 
tising education—San Francisco. 


@ Ramsey Oppenheim Memorial Award, 
presented by Western Advertising to the 
adclub president contributing most to 
organized advertising in the West during 
the year—Ormond Binford, Portland. 


@ Gamma Alpha Chi Award, to the col- 
lege group doing the most outstanding 
promotion of Advertising Week—Alpha 
Delta Sigma, University of Oregen. 


@ President's Trophy, for best over-all 
job by a junior adclub—San Francisce 
Juniors’. 


e@ Ayers Three-Minute Speaker Gold Key 
—Andrew Sargenti, Long Beach. 


@ Foote, Cone & Belding Trophy, for best 
AAW story—San 


presentation of the 
Francisco Juniors. 


Adman in the News... 


‘Twain Can Meet,’ AAW’s Carter Believes 


“The advertising business is a lot 
bigger than just Madison Ave. and 
Michigan Ave. and Wilshire Blvd. 
It’s all advertising activity of any 
kind that is going on in all com- 
munities, large and small.” 

Spoken softly by Nels Carter, vp 
and general manager of Foote, 
Cone & Belding, Los Angeles, these 
words seem to indicate the type 
of leadership that the Advertising 
Assn. of the West members can ex- 
pect in the coming year from their 
newly elected president. 

For Nels Carter, like his pre- 
decessor in office, John Hoefer, 
president of Hoefer, Dieterich & 
Brown, San Francisco, believes 
firmly that a successful advertis- 
ing association must garner support 
from all facets of the advertising 
industry, if it is to do the job for 
advertising and for its member 
clubs that should be done. 


@ There are more than 40 adver- 
tising club members in AAW, and 
the association’s new president 
feels it is the responsibility of the 
group’s officers to see that these 
clubs are kept informed at all times 
of both association activities and 
of general advertising news that 
will be useful to them. 

Four new clubs were formed 


during the past year, and a fifth 
is in the process of formation. 
Asked if he would like to see still 
more clubs in AAW’s ranks, Nels 
Carter replied: “Yes—provided 
they are really advertising clubs.” 

The perennial problem of bring- 
ing to other sections of the country 
news of what the western ad fra- 
ternity is doing will get some at- 
tention from the new head of 
AAW. “I think the caliber of west- 
tern advertising, as shown in the 
crafts competition entries again 
this year, is excellent,” he told 
ADVERTISING AGE. 


@ One way in which eastern and 
western advertising people can be 
exposed to each other’s efforts, he 
believes, is an effective exchange 
of speakers, which would find top 
eastern and western creative peo- 
ple appearing on each others club 
programs. 

“And it wouldn’t be a bad idea 
if a western adman was named 
chairman of the Four A’s some 
day,” the California-born agency 
man added. 

Nelson Carter was born in Long 
Beach. He attended Stanford Uni- 
versity, where he received AB and 
MA degrees in political science. “I 
took poly sci because I felt it 


Nelson Carter 


would stand me in good stead as a 
teacher.” 

But all of his “teaching” has been 
limited to the advertising field. In 
1934 he joined the San Francisco 
office of Beaumont & Hohman. In 
four months he was sent to Omaha 
to manage the B&H office there. 

His career with Foote, Cone & 
Belding dates back to 1939, when 
he joined FC&B’s predecessor, 
Lord & Thomas, in the Los Angeles 
office. 


@ Nels and Catherine Carter live 
in Altadena, Cal., with their three 
children. Their daughter Crystal, 
18, is a freshman at Stanford; the 
boys, Steve and Tom, are 15 and 
8, respectively. + 


Rowntree Elliott Ostensoe 


PRESENT—At the Advertising Assn. of the West convention in Vancouver, B. C., were 
Gordon Rowntree, James Lovick & Co., Vancouver, new AAW treasurer; Neva Elliott, 
Portland, AAW legal counsel; Don Ostensoe, ad director, First National Bank, Portland, 
new AAW secretary; Don Lonie, Lonie & Associates, new president of the Oregon Ad- 
vertising Club and chairman of the Oregon Centennial Committee for 1959; Al Crooks, 
Certified Grocers of California, Los Angeles; Gladys Yonick, secretary of the Los An- 


Crooks 


Yonick Sargenti 


Mangan Wood Carr 


Holden 


Mann 


geles Advertising Club; Andrew Sargenti, Sears, Roebuck & Co., Long Beach, winner 
of N. W. Ayer & Son’s three-minute speaking award; Bob Mangan, Batten, Barton, 
Durstine & Osborn, San Francisco; Elwin Wood, professor of advertising, University of 
Arizona, Tucson; Anne Carr, Interstate Bakeries, new president of the Los Angeles 
Women’s Advertising Club; Dick Mann, The New Yorker, San Francisco, and Jack 
Holden, Rubenstein’s, Eugene, Ore., furniture store. 
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6 MONTHS ENDING DEC. 31, 


deadine for all classified 
advertising will be July 1 
for the July 7 issue. 


HELP WANTED 


“Don't Miss the Sparkplug Ad Nearby!” 


SPACE SALESMAN 
Midwest publisher of outstanding man- 
agement periodical wants top-flight man 
for eastern territory. Excellent present 
and future income. Write in confidence 
giving background, experience, age and 
initial earnings desired. + interview in 
New York week of July 
Box 1610, ‘ADVERTISING AGE 

480 Lexington Ave., New York 17, N. Y. 


MOLENE 
Editors Public Relati 
Copywriters. Advg. Managers 
Artists ...... Media ....... Production ...... Service 


“All is grist, which comes to our mill” 
Andover 3-4424, 105 W. Adams St., Chgo 3 
MANAGING DIRECTOR to edit, super- 
vise semi-annual publication of The 
Merchandise Mart Directory. Space sales 
experience vital. Editing and writing 
background helpful. Position to be filled 
immediately. Phone Thomas King, White- 


hall 4-4141 for appointment or write 
Directory, 315 Merchandise Mart, Chi- 
cago 54. 


TELEPHONE SALES MANAGER 
To take over an operation that has been 
established for over 7 years. Sales are 
for a low cost utility item under the 
sponsership of a National Charity. A 
secure future for the right man with a 
starting salary of $175.00 per week. Please 
write and furnish complete details about 

yourself. Write 
Box 1627, ADVERTISING AGE 
480 Lexington Ave., New York 17, 
EXECUTIVE & CLERICAL 

EXPERIENCED & TRAINEE 

Publishers Employment 

469 E. Ohio St., Chicago, Su 7-2255 

CATALOG PRODUCTION MANAGER 

Rapidly expanding Midwestern mail order 
company requires experienced catalog 
production manager. Broad knowledge of 
layout, art, copy and printing necessary. 


N. Y. 


Previous experience with large mail order | | 


company desirable. Unusual opportunity 
—top salary for right man. State age, 
experience, salary requirements. 

Box 1628, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


MUST SELL HOME! 

Artist moving west. $28,500 will buy new 
7 room, two bedroom, 2 bath, redwood 
ranch home on Reoetitul acre. 144 mile 
east of Libertyville & 42 mile from North 
Shore transportation into Chicago. A 
choice country home for an ad man! Call 
owner at Franklin 2-5764 or Libertyville 
2- " 


); ba 
-0287 in Gioniatp deadtine Lee Angeles 7 
publication date. Display ¢c takes card rate sys iJon 


card discounts, size and frequency apply. 
AVERAGE PAID CIRCULATION FOR 


1957 


40,429 


HELP WANTED 

SALES MANAGER 
Reputable Chicago Company who manu- 
factures plastic and metal houseware 
products to the variety, drug, super- 
market and jobber wishes an experienced 
man who has organizational and manage- 
rial ability. Must be able to develop 
creative marketing. Recruit, administrate 
and train a national sales force. Wonder- 
ful opportunity as company is big enough 
to be known in the field and small 
enough whereby results are recognized 
and compensated. Give full particulars 
in first letter, also past earnings. Replies 
confidential. 

Box 1629, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


POSITIONS WANTED 


TOP CONTACTS & SUPERIOR SALES 
ABILITY AVAILABLE TO PUBLISHERS 
Young, successful, hard working & crea- 
tive rep. wishes to represent good trade 
magazine in N.Y.C. & North East. Excel- 
lent company & agency contacts. Out- 
standing record, many years experience, 
college, commission basis. Send recent 
issue with reply. 
Box 1548, ADVERTISING AGE 

480 Lexington Ave., New York 17, N. Y. 

VERSATILE AD-MAN AVAILABLE 
Creative writer-top ad-merchandising 
work-radio TV exp.-also production and 
public relations. Prefer agency copy or 
contact work. 27, BA (Journ) 

x 1405, ADVERTISING AGE 

200 E. Tilinois St., Chicago 11, Illinois 

COPYWRITER CAN MAKE YOUR 

CLIENTS’ CASH REGISTER RING! 

3 yrs. copy, promotion exp. 30, College 
Grad. $7200 and opportunity. Write .. . 
Box 1631, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
ADVERTISING, SALES PROMOTION, 
PUBLIC RELATIONS WRITER 
Seeking long term, top-flight connection. 
15 yrs. exp. in ind. adv., magazines, 
sales org. & free-lancing. 40, married. 
Creative pro capable of management. 
Has written training film scripts, broad- 
sides, catalogs, brochures, manuals, arti- 
cles & managed magazine. Le to 


ADVERTISING & PUBLISHING 
FOR ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS—PLACEMENTS 

209 So. State St. HA 17-1991 Chicago 


SALES PROMOTION MANAGER 
Excellent opportunity for intelligent man 
with experience in advertising, sales pro- 
motion and merchandising. Should have 
writing ability as well as being able to 
make rough layouts. Company manu- 
factures metal and plastic houseware 
products to the variety, drug, super- 
market and jobber. This is a new posi- 
tion in an aggressive Chicago company. 
Write full particulars in first letter, also 
past earnings. Replies confidential. 

Box 1630, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
New York headquartered publisher's re- 
presentative wanted. Must be experienced 
in consumer media. Representing special 
promotion in the automotive field. Pub- 
lisher in New York for interviews this 
week. Rush details to: 

Box 1640, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


TECHNICAL 
ADVERTISING POSITION 


Leading midwestern machine tool manu- 
facturer needs man with ability to under- 
stand and organize technical material. 
Develop case histories and other data for 
agency. Able to organize catalogs, 
brochures, direct mail literature and tech- 
nical articles. Mech. engineering back- 
ground desirable. Excellent opportunity 
for creative thinker. Send complete resu- 


me to P I Dept., 8 Products 
Ave., St. Louis 


Multilithed 


Quality Watermarked Bond Papers, 
IBM Executive Typewriter 


per page 50 ies 
$5.00 100 copies $1 additional 
Mail orders add 35¢ per page— 
Calif. Residents add 4% sales tax 
esume Writing a f° 
sample & forms only $1 ped 
RESUME SERVICES 
3757 Wilshire Bivd., Los Angeles 5 
Room 211 Sey DU 1-2174 


This opening is not for a novice or one who aspires to 
break into the agency business from another field. 

It is for a successfully employed man who has had years 
and depth of experience with substantial agencies on major 


accounts of many types. 


The man we seek is, above all, an idea man. Imaginative. 
Versatile. Able to stand on his own two feet, yet work 
harmoniously with the rest of the agency team. 

To this man we offer a fine opportunity in a solid, re- 
spected agency with a diversified list of leading accounts. 

Salary is open and commensurate with experience and 
achievement. Profit Sharing and Trust Fund. 

Send resume — but no samples yet, please. Replies will 
be held in complete confidence. 


Address: A. E. Aveyard 
MacFARLAND, AVEYARD & COMPANY 
333 N. Michigan Avenue ® Chicago 1, Illinois 


VANTED: 
Seasoned 
Agency Copywriter 


r t toy salary: $10,000 

Box 632, ADVERTISING AGE 
200 E. Tilinots St., Chicago 11, Illinois 
$1,000,000 give-a-way. 100,000,000 coupons 
worth a penny apiece ... to be applied to 
downpayment on new car. More ideas ... 
also visual. 

Box 1633, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


AD. MGR.—A. E., N. Y. or N. J. 
Idea man, age 40 with 15 yrs. adv. exp. 
Knows layout, copy, prod. Wide printing 
promotion exper. 4A agency. Resume. 
Box 1634, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


MANUFACTURER’S REPRESENTATIVE 
P-O-P ITEMS. N.Y. MET. AREA 
Seeks add’l non-conflicting lines. 39 yrs. 
old, college, energetic, good following 

nat’l advertisers, new car 
Box 1635, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


EVEN “THE FASTEST GUN ALIVE” 
won't scare customers away if you hire 
this alert, sales sheriff! Using your 
product’s ammunition, he shoots to the 
heart of customers’ needs, fanning the 
trigger to their desires. Agency exp. 
includes writing for radio, TV, consumer 
& trade magazines, mat ads, s-p kits, 
new acct. copy. Company exp.: nat’l ad 
supervision, agency contact & selection, 
promotion mgt., market & media re- 
search, test marketing, art supervision, 
budget work. Past duels over beverages; 
cosmetics; food, drug & hotel chains; 
appliances; industrial electronics & ma- 
chinery. Salary within legal limits. Wants 
to _— agency copy or company prod- 
ucts. 

Now in Chicago suburbs. Call Arlington 
Hts. (CLearbrook 3-8228) for interview. 


POSITIONS WANTED 


Advertising Age, June 30, 1958 


BUSINESS OPPORTUNITIES 


ART DIRECTOR—ARTIST 
Young, now top 4A N.Y. agcy. Ready 
return smaller city and apply broad art, 
bus. exp. to help top potential outfit grow. 


grow. 
Box 1636, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


PR—PROMOTION EXECUTIVE 
Radio TV—news bkgd. Admin. level only. 
Exp. all phases PR. Organizer, imagina- 
tive. Excellent appearance. Classified 
govt. “Secret.” 

Box 1637, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


CREATIVE ADVERTISING 
SPACE SALESMAN 
Advertising Sales Manager of the leading 
trade publication in field. Demonstrated 
success in meeting heavy competition, 
fully familiar with all techniques of 
space selling. Excellent sales presentation 
sense. 6 years solid selling with both 
BPA and ABC publications. Strong back- 

ground. Thirties. 
Box 1638, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


ADV.—SALES PROM. MGR. 


largest agric. press. Media Dir. for med. 
sized agency. Heavy in presen., merch., 
P. R., research, client contact. Ambitious, 
creative & seeks responsibility. B. S. & 
Post Grad. Tr. Age 28. Married. Will 
relocate. 
Box 1639, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
SOUTHERN CALIF. ONLY 

Sales promotion og with “know- 
how” and “do now”. Proven direct mail 
copy. L.A. resident. 

Box 27 R 91, ADVERTS AGE 
4041 Marlton Ave., . 8, Calif. 
ET LS GTT TE Ee CERTLIS TYPE 
ARTIST DESIGNER 
Tops in package design, P.O.P. & Collat- 
eral art. Qualified male seeks staff or 
A.D. position. Samples & resume upon 

inquiry. 

Box 27 J 251, ABvEETH® AGE 
4041 Marlton ’Ave.. L. A. 8, 
REPRESENTATIVES WANTED 

BUFFALO—ROCHESTER—S YRACUSE 
Leading Industrial Trade Paper—comm. 
basis 

ALSO MEDICAL DIRECTORY IN N. J. 

Box 1642, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
eens ttc Ei ld Bic 


REPRESENTATIVES AVAILABLE 


Publisher’s Representative 
Located N.Y. City—established 20 years, 
well financed, wide agency acquaintance, 
available to represent one publication 
Trade or consumer. Never “Rep” more 
than two publications simultaneously. Will 
resign present assignment if necessary. 
Best references. All correspondence con- 
fidential. Please send two recent copies 
your publication with reply. 

Box 1641, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


Are You Mr. Sparkpiug? 
Chicago ge serving several indus- 
try leaders offers opportunity to man 
who has a combination of spark, sin- 
cerity and sales ability. If you have 
that to offer, tell us about yourself. 
Complete résumé preferable but a 
brief note can get things started. A 
real opportunity for a creative ad man 
who is willing to do his part to make 
this a permanent, progressive affilia- 
tion. Job-hoppers please don’t write. 
Our staff knows of this ad. 

Box 177, Advertising Age, 200 E. 
IHlinois St., Chicago 11, Illinois. 


assistant sales 
promotion mgr. 
New York business magazine publisher 
offers excellent opportunity for man 23- 
30. Writing ability essential, food or drug 
experience helpful. Salary to $7500. Box 
AA 847, 125 W. 41, N.Y. 


IF YOU HAVE AN EYE FOR 
WORDS WEARING WINGS... 
a gang that arouses over a good 

ay Y d-Atlantic writer 
with a headful of experience and a heart- 
ful of copy and a ay to work in 
our cubicle. Presently 4-A agency man in 
iow 5 figures, late 30’s. You've im 
in ad journals. Supeevigeey potential, but 
don’t ground him. Write Box 172, 
VERTISING AGE, 480 Lexington Ave., 
New York 17, N. Y. 


Wanted to Buy: a mail order business 
er correspondence course, active or in- 
active. Armstrong Enterprises, 520 N. 
Michigan, Room R-928, Chicago 11, Hlinois. 
PHOTO STUDIO, COMM. Comp. equip. & 
bidg. Heart of advertising and industriai 
Ohie. Very high return. Hern Realty, 79 
E. State, Columbus, Ohie. 


MISCELLANEOUS 
“Family of Man”—type hey 
Will Make Your Advertising Sing 
We have hundreds in stock—all subtest, 
color or black & white. 
FPG 110 W 32nd St., N.Y. 1, N.Y. 
MU 717-0045 


RESUMES—Get that better-paying job 
with a professional resume prepared by 
executive staff. Job campaigns arranged. 
Hamilton-Price, 1258 N. La Brea, suite 
A. Los Angeles, Calif. HO 17-6151. 
EMPLOYEE MAGAZINE 
For only a few cents a copy you can 
have a beautiful two-color sixteen page 
monthly employee magazine. Discusses 
business and human relations problems. 
Being used by many leading firms. Write 
Enterprise Publications, 11 N. Wacker 
Dr., Chicago 6, Illinois 


ADVERTISING 
LAYOUT MAN 
Leading national flexible packaging 
manufacturer offers excellent oppor- 
tuni for experienced individual 
nows a meth- 
ods and techniques presentative 
duties include: 


Developin; trade magazine 
lication ai directing mand gee 
vertising; conducting special 


packaging design projects for 

clients; product publicity and 

related promotional activities. 
Individual will work directly for 
Advertising & Sales Manager. Job 
requires competent individual with 
original ideas and capable of obtain- 
— a... results. Applicants will be re- 

ed to submit samples of work. 

This is is not an agency relo- 
cation will be requir Our people 
know of this ad. All replies held i in 
a mene. a résumé in- 
cluding past experienc —_e 
and personal data to Box 178, 
vertising Age, 200 E. Illinois St., 
Chicago 11, Illinois. 


A 
RARE 
OPPORTUNITY 


We are looking for a man to be as- 
sistant to the Senior Account Ex- 
ecutive of our ss = — = 
our Pe o 

about 35 Fh nw of a with’s a 
good sua. bac —— in copy as 
well as most o aspects of the 
proprietary drug business. He should 
be of top calibre which will enable 


him to take over the to; t when 
he has proven a ere’s a 
real challenge in this job, and ef- 


forts will be well rewarded. If you 
think you qualify, send your r 

and picture (no samples) to Box 176, 
Advertising Age, 200 E. Illinois St., 
Chicago 11, Illinois today. All replies 
will be held in complete confidence, 
and will be answered. 


turnover” organizations? Our 


Our staff knows of this ad. 


Spot For A Professional 


Growing agency serving prestige accounts seeks versatile creative man. Want to 
live well in a progressive community only two hours from Chicago and say goodbye 
to commuting, too frequent overtime, and the ulcer-breeding atmosphere of ‘“‘fast 
long established 
more real “pro” for a permanent position on the creative team. 


If you have proven ability to plan trade and consumer campaigns intelligently, and 
can write good, solid selling copy on a wide variety of assignments this may be 
your “‘dream spot’’! The man we want is in or near the 30 range and wants the 
next change to be IT. He is a self-starter, and a good producer in printed advertising, 
preferably with overtones in television, sales promotion, sales-training films, etc. 
He is dynamic, personable and emotionally mature . . . of 
acter and habits. This is a large order but will not scare off the exceptional man 
we want. We can attract and hold him! Inquiry and résumé held in strict confidence. 


Box 129, Advertising Age, 200 E. lilinois St., Chicago 11, Illinois 


“million-plus” agency needs one 


good background, char- 


FOR SALE 
Half interest in very profitable 
Outdoor Advertising plant to 
experienced operator qualified 
to manage. 300 poster panels in 
good midwest city. Write in 
detail. Box 174, Advertising Age, 
480 Lexington Ave., N.Y. 17, N.Y. 


CIRCULATION MAN 
If you are hard working and 
have good fulfillment expe- 
rience, plus all around cir- 
culation background, there 
is a fine opportunity waiting 
for you with eastern A.B.C. 
technical journal which is 
the leader in its field. Good 
starting salary, and for the 
man who can produce re- 
sults, regular increases. Box 
175, Advertising Age, 480 
Lexington Ave., New York 
17, N. Y. 


Q 
i 


Almost everybody of 


importance in 


advertising and 
marketing reads 


and uses 
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PUBLICATIONS 
OUT OF THE WEST COAST 
hobby and 


cations—both 
and regionals—published 
in California, Washington and Ore- 
gon may join in this special dis- 
play-classified section the last week 
4 each month by writing AA’s 
estern classified representatives: 
Classified Departments, Inc. 
(Bill Bowen ), 4041 Marlton Ave., 
Los Angetes 8, Calif., AX minster 2-0287 
I 


Sell the Vast West Coast 
AUTOMOTIVE MARKET 
through its leading trade paper. 
Advertise where the orders are signed! 
AUTOMOTIVE DEALER NEWS 
1700 West 8th St., Los Angeles 17, Calif. 
ALSO: PACIFIC OIL-MOTIVE MAGAZINE 


Another National Leader 
OUT OF THE WEST 


PET SHOP MANAGEMENT 
Recognized throughout the nation as the 
quality publication in the pet retail dealer 
field. Exclusively an independent trade 
magazine. No danger of breeders and the 
public eavesdropping on wholesale prices 
and shop talk. 


Do you want our easy-reference FACT 
FILE? Sample copy? Rates? Write irma 
W. Hall, Publisher, PET SHOP MANAGE- 
MENT, 618 S. Western Ave., Los Angeles 
5, Calif. (DUnkirk 7-4423) 

P.S. 1958 edition of comprehensive direc- 
tory of pet suppliers ($5.) Is now off the 
press. 


_, arm pomcnwens 1 Gelli’ © 


LIVEstocK / ar / CROP PRODUCTION 
You con SELi te each speciatized group or te all three thru: 
FARM MANAGEMENT 
WESTERN DAIRY JOURNAL 
WESTERN LIVESTOCK JOURNAL 

Write ter complete detulls ond current leeves to: 
asi Produce Plaza Los Angeles 58, Calif. 


California’s Leading 
HOME FURNISHINGS’ PUBLICATION 
More Than 12,000 Retail Stores 
Furniture, > TV, Carpet, 
Department, scount, _sntdwens, & 
Jewelry Sto 
We Seek Reps—Usual hgoney Comm. 
CALIFORNIA DEALER NEWS 
1101 Crenshaw Blvd., Los Angeles 19, Calif. 
WEbster 3-9233 


World’s No. 1 Sports Car Bi-Weekly 


WAL one. 


725 N. Western, L. A. 29, Dl 
Data, sample copies on 
Reach Top U.S. Sports Car Moret! 
Read by Dealers, Fans, Drivers, etc. 


ADVERTISING ART DIRECTOR 

WANTED 

National agency expanding present 

staff in Detroit home office. Wants 

art director who is modern thinking, 

with plenty of agency experience on 

a wide variety of consumer accounts. 

Excellent initial and future opportuni- 

ties. 

State experience and age in your 

résumé. All replies acknowledged and 

completely confidential. 

Box 173, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


SPACE REPRESENTATIVE 


HARDWARE RETAILER has opening for a 
junior representative. Selling experience 
and hard goods background desirable. 
Salary, expenses and override commission. 
Phone UN-4-6642, Evanston, lil. 


DIECUTTING 


Salesman: experienced steel rule diecut- 
ting and finishing, bindery handwork litho- 
graphed paper & cardb’d advertising. Also 
need young man to train for above; should 
have some experience in graphic arts or 
allied industry. 


ACE FINISHING CO., CHICAGO, MO 6-4403. 


(These 4 jobs offer 
EXCEPTIONAL fringe benefits.) 
MEDIA DIR., important agency. 
Consumer & indust. accounts. 
Beertve in client contact. to $18,000 
RESEARCH DIR. 


er and 
indust. Good administrator. to $15,000 
COPY (woman or man). Consumer. 
te $13,500 
INDUST. COPY-CONTACT. Some 
mining background helpful. te $13,500 


GLADER CORPORATION 


Don Harris, Dir. Adv. Div 


110 S_ Dearborn "CE 6-5353__ Chicago _| 


OUR OWN PRIVATE 


MAILING LIST 


of Top-Rated Industrial Plants 


CUTS YOUR SELLING COST 


It has worked for us. Jt can work for you! 
Only list of its kind in the country. Free details. 
PIERCE GLOVE Se., Desk a3 
17 East Hubbard Stree Chicage 1 


8,000 DOCTORS READ 
the BULLETIN of the 
LOS ANGELES COUNTY MEDICAL 
ASSOCIATION 
twice each month 

SERVING 6 MILLION PEOPLE 
IN GREATER L. A. Co. AREA 

Agency Commission 


1925 Wilshire Bivd., Los Angeles 57, Calif. 
Frank M. Cohen, Adv. Mgr., DUnkirk 5-1581 
More than 
13,000 
Engineers 


in the Los Angeles area 
subscribe to, and read, the 
Engineer of Southern California 


626 N. Garfield Ave., Alhambra, Calif. 
Usual agency discounts. Need reps. 


IF a market includes administrative 
and technical persennel in these labs: 
a — eee, public health, 


ual ote oat < 
ao LAB WORLD 
* National Newsmagazine of the 
Clinical-Scientific Laberatery Field” 
Write for sam , rates, ete. te 
Park Pi, 


HOMES on 
Chicago’s North Shore 


We are specialists in executive-type 
homes on Chicago's attractive, de- 
sirable North Shore. We have 
helped dozens of men in the adver- 
tising business buy and sell homes 
in the area including Wilmette, 
Kenilworth, Winnetka, Deerfield, 
Northbrook, Glenview, and North- 
field. Whether you are interested 
in a home on the North Shore now, 
or at some later date, be sure to 
check with us first for personalized 
“soft sell” service to help you find 
exactly the right place for you. 


REALTY — COMPANY 


MEMBERS OF EVANSTON-NORTH SHORE 
REAL ESTATE BOARD 


LAB WORLD, ot 8. 
Les Angeles 


Reach 10,000 Restaurants 


to get Concentrated Cover- 

alifornia’ s Fastest Growing in- 

+, Largest Dollar Volume Area in 

+re Count Buyers-Owners-Managers. In- 

Media Reps invited from Agencies-Advertisers- 
ja 

ESTAURANT SERVICE MAGAZINE 
1357 W. Temple St., Los Angeles 26, Calif. 
MUtual 4953 


OG RES EE aS 
Designed to keep pace with 
the West's Fastest-Growing 
Pleasure Industry. 
25,000 circulation guaranteed. 


Rates and sample copy on request. 


WESTERN BOATING WORLD 


239 South 3rd Street P.O. Box 790 
Burbank, California 


THornwall 6-9031 Victoria 9-3006 


Tabloid size newspaper 
Twice monthly. 


Your onl 


BACON KNOWS | 


MAGAZINES! 


We specialize in magazine clipping. 
Our list covers 3500 business, farm 
and consumer magazines —a complete 
blanketing of the American magazine 
field as listed in Bacon’s Publicity Checker. 
You can check your own publicity, compe- 
tition’s publicity, competitive advertis- 
ing or subject research. Here is the 
complete Best 


bs Wei end for Booklet No 
“How Business Uses Clippings” 
BACON'S CLIPPING BUREAU 


146 Jackson Blvd , Chic _ Whinois 
WAbash 2-84 ’ 


(Continued from Page 3) 
plained that the before-the-hour 
minutes following the fight were 
jammed with a series of spots that 
lessened the impact of the fight as 
a commercial vehicle for Mennen. 


that their preliminary investiga- 
tion of the fight complaint uncov- 
ered a great many inaccuracies in 
the monitoring report on which it 
was based. 


= At midweek the “full value” 
amendment to the CBS-TV affili- 
ation contract had been signed by 
more than 100 affiliates. Affiliates 
also will henceforth be required to 
file an affidavit attesting that all 
programs have been broadcast in 
their “entirety (including without 
limitation, commercial messages, 
credits and network identifica- 
tion).” 

This will be included as a part 
of the regular weekly reports sta- 
tions send to CBS. If there are 
deletions of network program- 
ming, these are to be specifically 
detailed in the affidavit. 

In his letter to stations, Ed- 
mund C. Bunker, CBS-TV vp, 
said: “Because of the seriousness 
of the complaints we have re- 
ceived, we also are asking each 
station manager or his assistant to 
be sure that the station personnel 
complete these reports with accu- 
racy capable of meeting the in- 
creased amount of on-air monitor- 
ing by agencies and advertisers.” 


« Mr. Bunker’s letter indicated 
that CBS has long been concerned 
about the problem of a few sta- 
tions snipping away a network 
sponsor’s time to sell it to some- 
body else. In it he quoted from 
another CBS executive’s speech 
in Washington early this year: 
“*When an advertiser spon- 
sors a network program, he ex- 
pects to receive a specific amount 
of time on a station lineup. The 
vast majority of our affiliates de- 
liver the full time period and do 
not cut short or clip network pro- 
grams in order to stretch the time 
available for national spot or local 
commercials. But in some in- 
stances, we have received com- 
plaints about affiliates which 
have taken some of the time pur- 
chased by the network advertiser 
and substituted local commercials. 
This is obviously unfair to the 
sponsors of the network program 
and is unfair to the CBS Televi- 
sion Network, which represented 
to the advertiser in all honesty 
that it would make available the 
full time period contracted for.’” 


= Mr. Bunker continued: “Since 
the Washington meeting, and 
while working out this contract 
amendment, we have received 
complaints from several agencies 
which had made surveys indicat- 
ing that some of our affiliates 


/ “stretched” 


have continued to delete parts of 
network programs and have sub- 
| stituted spot or local commercial 


| announcements. Furthermore, the 


|matter is becoming one of general 
concern to advertisers, as evi- 
|denced by recent articles in the 
trade press. 

“Frankly, the complaints we 
have received were difficult to 
answer. For instance, according 
to ome agency’s survey, in a 
recent major dramatic program, 
one of our affiliates broadcast 
three 60-second spot announce- 
|ments in the station break be- 
tween program segments. Obvi- 
ously, this station failed to carry 
| the complete network program. In 
the same survey, other stations 
the break between 
commercial program segments to 
30, 60 or even 75 seconds, with ob- 


Sources within ABC indicated | 


CBS Tightens Affiliate Contracts as 
Anti-Multiple-Spotting Drive Grows 


vious time loss to either or both 
adjacent network sponsors. 

“You can appreciate the prob- 
lem we face in responding to this 
agency’s request for comment, 
particularly when we are advised 
that the agency obtained this tim- 
ing information from the affiliates 
themselves.” 


= Noting that this agency won- 
dered if it had “uncovered a 
monster,” Mr. Bunker emphasized 
the importance of “reassuring all 
CBS Television Network adver- 
tisers that they will actually re- 
ceive in full the time they have 
purchased from our network.” 

A CBS official said there have 
been some individual adjustments 
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made on the basis of short-chang- 
ing complaints made by advertis- 
ers and verified by the network. 
The network made these adjust- 
ments with advertisers and, then be 
in turn, required the stations to ee 
make similar ones with CBS. He ee 
said CBS has no such credit re- 
quests on hand at the moment. # 


al 
IMPRINTING 


© POST CARDS 


We imprint all types of litera- 
pop dy - Aaa 
to arrive on schedule. 


Shipping from Cleveland saves 
WRITE: you time and money. 


The RALPH J. BISHOP Co. 


2000 SUPERIOR AVE. + CLEVELAND 14, ONIO 


CALL: PRespect 1-6220 


WHITE 
ELEPHANT? 


Get it off your hands with a 
low-cost classified ad in Ad Age! 


Take a piece of expensive artwork, for example. 
May have cost you a bundle, but you used it 


only once. Why not describe it briefly with a 
classified ad in Ad Age? The chances are mighty 
good that at least one of the almost 150,000 
marketing men who read Ad Age every Mon- 


day will love you for it. You'll recover a good 


chunk of your original 
be getting a bargain! 


Use This Space to Print or Type Your Classified Advertising Message 


art expense — and he’ll | 
Try it. It really works! a 


Classified Rates: $1.25 per line, minimum charge $5.00. Cash with 
order. Figure all cap lines (maximum—two) 30 letters and spaces 
per line; upper and lower case 40 per line. Add two lines for box 
number. Closing deadline: Copy in written form in Chicago office 
no later than noon, Wednesday 5 days preceding publication date. 


a Classified Rates: 
card discounts, size and 


take card rate of $17.75 per column inch, 
frequency apply. 


| am enclosing $ 


1 State 


Clip _— mail 
this form to: 


THE ADVERTISING MARKET PLACE 
ADVERTISING AGE 

200 E. Illinois St. 
Chicago, 


4041 Marlton Avenue 


Illinois Los Angeles, Calif. 
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At Houston 
Ajax Floats 


(Continued from Page 1) 
too high.” His estimate may be 
right at this time. 


® Observers think the variance 
could be the result of Ajax pulling 
in its promotional horns due to 
dissatisfaction with the product’s 
recently introduced bleach formu- 
la. Some industry sources say the 
bleach might be more of a hin- 
drance than a help in a sliding 
sales situation. 

President Bryan Houston ac- 
knowledged that Ajax has been 
“up against some pretty rough 
competition.” Asked why the 
switch was made, he replied: “I 
never saw anybody change an 
account when they were terribly 
happy.” 

Mr. Houston said he expects the 
agency will continue to handle 
Colgate’s Cashmere Bouquet toi- 
letries and soap, sole remaining 
piece of Colgate business in the 
shop. Mr. Houston has been in 
the Colgate picture since 1950, 
when he joined Sherman & Mar- 
quette, after a tour as exec vp of 
Lennen & Mitchell. The “Sher- 
man” in that agency was Stuart 
Sherman, now vp in charge of 
marketing at Colgate. 


® For McCann-Erickson, the Ajax 
acquisition is the culmination of a 
domestic campaign going back 
some five years, one which has 
periodically found the agency 
among the contenders for Colgate 
business—occasionally among the 
finalists, but never counted among 
the winners until this past April. 
Then (AA, April 14), McCann 
was named to handle an unidenti- 
fied new product whose billings, 
it was said, “will be of major 
proportions.” 

The McCann drive on Colgate 
began some time after Robert E. 
Healy, now exec vp, joined as vp 
and treasurer. An 18-year veteran 
with Colgate-Palmolive-Peet, he 
resigned in 1952 as vp in charge 
of advertising to join the agency. 
During his Colgate tenure, Mr. 
Healy is believed to have passed 
on about $1 billion worth of ad- 
vertising. 

Only one other agency, Norman, 
Craig & Kummel, is known to 
have solicited Ajax, in a quietly 
conducted screening process that 
goes back a few months. NC&K 
handles Colgate’s Veto line and 
was named for Vel powder in 
April (AA, April 14). 


Since ‘46, 
to McCann 


At least one other of Colgate’s 
many agencies is miffed that it 
was not even invited to solicit the 
hefty Ajax billings and called the 
selection process a “cozy deal.” 

The meteroic rise of Procter & 
Gamble’s Comet cleanser in the 
past three years is closely related 
to the decline in Ajax’s share of 
market. In fact, Comet has man- 
aged to give most cleansers a 
scrubbing since its debut. 

In 1956, Ajax had slightly more 
than 54% of the estimated $60,- 
000,000-$70,000,000 total cleanser 
market, Babbitt almost 25%, Old 
Dutch 10% and all others about 
11%. Comet was then gaining 
national distribution, making a 
heavy impact on a market-by- 
market basis. By April, 1957, Ajax 
had slipped below 43%, Babbitt 
below 18%, Old Dutch remained 
at about 10% and the others 
dropped below 8%. Comet had 
carved out more than 20% for 
itself. 


# This past April, market reports 
showed Ajax down below 38%, 
Babbitt around 14%, Old Dutch 
at 7% and all others slightly above 
7%. Comet reportedly had close 
to 35% of the market, and some 
soap men speculate that upcoming 
reports will show Comet neck- 
and-neck with Ajax, if not actual- 
ly ahead in the percentage column. 

The Colgate acquisition is an- 
other example—Coca-Cola and 
Buick are two other recent ones— 
of McCann-Erickson boring from 
without—getting a company over- 
seas first and then getting it at 
home. 

McCann offices in Mexico, Bri- 
tain and France have been han- 
dling important segments of Col- 
gate-Palmolive business for some 
years now. Nor is this the agency’s 
only soap experience. McCann 
handles Procter & Gamble in 
Puerto Rico and the big Henkel 
Co. in Germany. 


COLGATE LEAVE EXTENDED 

New York, June 26—Richard M. 
Colgate, on leave from Colgate- 
Palmolive Co. since January, has 
extended his absence for an in- 
definite period, in order to handle 
the affairs of his late father’s es- 
tate. 

He has been product manager 
for the Palmolive men’s line. Since 
his departure in January, his duties 
have been filled by Paul Byrne. 


‘Floats the Dirt,’ Says Mrs. Petfley 


Use Ajax, the foaming cleanser, 

Floats the dirt right down the 

drain. 

Over the yeers, millions of dol- 
lars have been lavished on these 
famous musical lines by Colgate- 
Palmolive Co. Just to be sure it 
was right, an ADVERTISING AGE re- 
porter had one question to ask: 
How does the second line go? The 
results: 


e The Ajax brand manager was in 
a meeting, and his secretary had no 
idea. 


e The Ajax account executive at 
Bryan Houston Inc. was on vaca- 
tion; his secretary didn’t “have 
anything in my files that would 
give a clue.” 


e At the tv department of Bry- 
an Houston, several people sup- 
posedly knew the answer but 
didn’t feel “authorized” to give it 
out. 


e At the office of the radio-tv di- 
rector of Colgate, the secretary 
said, “At the moment I can’t think 
of it.” 


e An Ajax art director at the 
agency knew the current slogan 
but also had “nothing in the files” 
on the old jingle. 


= The heroine of this quest was 
Mrs. Peffley, secretary in the of- 
fice of Donald E. Jordan, agency 
vp and creative director. She knew 
the answer. 


Armour Promotes Peltier; 
Moves General Offices 

Noel C. Peltier has been named 
general manager of advertising 
and sales promotion of the foods 
division of Armour & Co., Chicago. 
Mr. Peltier, formerly manager of 
the merchandising department, 
succeeds Kenneth L. Skillin, who 
was named Armour ad director 


(AA, June 16). 

Armour & Co. has moved its gen- 
eral offices, including the adver- 
tising units, which have been 
located in the Chicago Stock Yards 
for 50 years, to the Chicago Sun- 
Times Bldg. Offices of the Armour 
& Co. Chicago plant and the re- 
search laboratories will remain in 
the Stock Yards. 


Wood 


RENAMED—Parker Wood, Ridge Harlan and King Harris contemplate 
future of their agency as a division of Fletcher D. Richards Inc. 


Harlan Harris 


R.0.P. Isn't 
‘Stepchild’ Now, 
ANPA Is Told 


(Continued from Page 1) 
in newspapers increased this year, 
while b&w linage was falling off. 
“R.o.p. color can no longer be 
ignored,” he said. 

“Those of you who have not yet 
gotten into r.o.p. color will want 
to give serious and careful con- 
sideration to the potentialities it 
offers and the best means for in- 
troducing it into your newspapers.” 


s At another session, Frank Stan- 
ezak of the ANPA Research In- 
stitute at Easton, Pa., reported an 
r.o.p. color research project, now 
under way, aimed at setting up 
a “photographic” system of color 
correction procedures designed 
specifically for newsprint and the 
ANPA-Four A’s inks. 

John E. Innis, Stereo superin- 
tendent at the Indianapolis Star & 
News, who spoke on handling 
three- and four-color processes, 
cautioned agencies that “the aver- 
age commercial shop does not un- 
derstand the production problems 
of newspaper mechanical depart- 
ments.” 

He went on to say, “Many times 
we have found the density of 
colors to be carried in areas of an 
ad too great to allow the addition 
of black, and in some material the 
density of the black is too great to 
allow the colors to predominate 
in the finished reproduction.” 


® Frank Stolz of Batten, Barton, 
Durstine & Osborn, New York, 
hailed the gains made in r.o.p. color 
reproduction. “It is now possible 
to run an advertisement that is a 
complicated color subject in lit- 
erally hundreds of newspapers as 
a result of the development and 
standardization of direct cast 
mats,” he said. He was critical, 
however, of color variations in the 
same ad as it appears in different 
newspapers. 

“I say we’ve got to do better if 
we want our clients to continue 
to buy this kind of space,” he said. 


# Frank Dassori, production man- 
ager of the Boston Hearld-Trav- 
eler, declared that the newspaper 
industry’s problem is to lower 
production costs. But he cautioned 
against any simultaneous “dras- 
tic curtailment in service to our 
advertisers” which might “prompt 
then to look to other media.’ 

Ways to cut costs used by the 
Herald-Traveler, said Mr. Dassori, 
include: 


e “Discontinuance of free art 
service” to advertisers. This step 
was taken “in lieu of a rate in- 
crease.” 


e Limiting stores running under 
100,000 paid lines a year to one 


proof per ad. Larger advertisers 
were allowed two revises. 


, 


e Periodic meetings with stores 
ad departments helped improve 
copy and layout. 


= Mrs. R. V. Lang, an assistant to 
Cranston Williams, ANPA general 
manager, said during the meeting 
that criticism of the ANPA and its 
mechanical division in their atti- 
tude toward r.o.p color stated by 
spokesmen of the American Assn. 
of Newspaper Representatives and 
published in AbDvVERTISING AGE 
(AA, June 23) indicates the reps 
were not completely informed. 

“Not only does the program of 
this mechanical conference, with 
its many talks and discussions of 
r.o.p. color, show this not to be 
the true case, but we also have a 
color matching service within our 
mechanical department which ad- 
vises all newspapers whenever 
requested to do so. 

“We are constantly getting calls 
from our members for assistance 
in regard to r.o.p. color; and we do 
our best to help every one of 
them,” Mrs. Lang declared. # 


House Frees Sports 
from Anti-Trust in 
Broadcast Blackouts 


WASHINGTON, June 25—House 
members today voted a sweeping 
anti-trust waiver which enables 
organized professional sports to 
blackout competing teams which 
attempt to use radio or tv in their 
territories. 

Under a bill sponsored by Rep. 
Francis Walter (R., Pa.) which 
was approved by voice vote today, 
arrangements for sponsoring games 
involving professional baseball, 
football, hockey and basketball 
teams would be based solely on 
ground rules worked out by team 
owners through their league or- 
ganizations. 

If approved by the Senate, the 
bill would roll back broadcasting 
of sports to the situation which 
existed in 1951, before the De- 
partment of Justice called in 
professional baseball clubs and 
warned that anti-trust action was 
planned against territorial security 
arrangements which were used to 
keep out-of-town teams from 
broadcasting or telecasting in 
another team’s territory. 


® In addition to broadcast rights, 
the Walter bill also gives organ- 
ized sports complete anti-trust 
exemption for all aspects of their 
operations and employe arrange- 
ments, other than stadia leases, 
and arrangements involving con- 
cessions, such as hot dogs and 
popcorn. + 


Price Retires as Bank A.M. 

Chester L. Price, advertising and 
publicity manager of City National 
Bank & Trust Co., Chicago, will 
retire July 1 after 34 years with 
the bank and its predecessors. 


Harris, Harlan 
Is West Coast 
Unit of Richards 


(Continued from Page 1) 
ground and instant coffees are all 
united in one agency. 


® Meanwhile, in Los Angeles, the 
Harris, Harlan, Wood man— 
James O. Thompson—will contin- 
ue as L.A. manager in the Ivar 
Bldg. and will not move into the 
Harrington, Richards & Morgan 
quarters in Hollywood. 

The Richards agency hopes that 
in the future it will be able to 
integrate the two divisions. 


HONIG-COOPER ADDS 
THREE, PROMOTES ONE 

San FRANCcIscOo, June 26—Honig- 
Cooper & Miner has added Henry 
W. Peterson as a contact and crea- 
tive vp, Don Gehring as a vp and 
supervisor on the Squirt Co. ac- 
count, and Harry G. Fletcher as an 
art director and has elected Robert 
E. Akey, account executive, a vp. 
Louis Honig, president, said the 
new appointments will be effective 
July 1, the date of the official name 
change of the agency to Honig, 
Cooper, Harrington & Miner. 

Mr. Peterson spent 10 years with 
the San Francisco office of Har- 
rington, Richards & Morgan where 
he was vp. Harry Fletcher was 
head art director at the same agen- 
cy from the time of its founding in 
1946. Mr. Gehring, also formerly 
with Harrington, Richards & Mor- 
gan, was a vp and account execu- 
tive on Squirt. + 


Reported Billings of 
Enloe ‘Fantastically 
High,’ Says Schering 


BLOOMFIELD, N. J., June 26— 
Schering Corp. confirmed today 
that it has appointed Cortez F. En- 
loe Inc., New York, to handle ad- 
vertising for two new products, but 
it emphatically denied the report, 
published in ADVERTISING AGE last 
week, that the billings will amount 
to $2,000,000. 

Schering, ethical drug producer, 
said this estimate was “fantastical- 
ly” too high. 

In announcing the Enloe ap- 
pointment, Schering made the 
point that the “major portion” of 
its advertising account remains 
with L. W. Frohlich & Co., New 
York, except for two products, 
Sigmagen and Neraval, which re- 
main with Sudler & Hennessey. 
ADVERTISING AGE last week neg- 
lected to include Sudler & Hennes- 
sey in the Schering agency lineup. 

Schering refused to reveal the 
nature of the new products. At 
least one of them is being assigned 
to Enloe because it is a product 
similar to one made by another 
client of Frohlich, and there is a 
possibility of a patent fight. + 


‘Times-Star’ Names Hill 

Samuel B. Hill has been named 
advertising director of the Cin- 
cinnati. Times-Star, succeeding 
William M. Schmidt, who has re- 
signed. Mr. Hill will assume his 
new duties the end of July. A for- 
mer advertising director of the 
Washington Times-Herald, Mr. 
Hill most recently headed and still 
retains interest in Traveler Pub- 
lishing Co., publisher of the Trav- 
eler, a periodical used by hotels. 


Zippo Promotes Galey 

Robert D. Galey, formerly as- 
sistant sales manager, has been 
promoted to the new position of vp 
in charge of sales of Zippo Mfg. 
Co., Bradford, Pa. 
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Rating Services 
Deny They Cause 
‘Sameness’ in TV 


Rating Is Not Measure 
of Shows’ Popularity, 
Nielsen Tells Senate Unit 


WASHINGTON, June 26—Spokes- 
men for prominent radio and tv 
rating services assured the Senate 
committee on interstate and foreign 
commerce today that it is not their 
' fault if advertisers and networks 
drop “highbrow” programs. 

In a day-long session devoted to 
the operation of rating services, 
top officers of Nielsen, ARB, Tren- 
dex and Pulse generally pictured 
themselves as “historians” record- 
ing the program choices of the 
public. After stressing the reliabil- 
ity of their sampling, they lament- 
ed that advertisers and broadcast- 
ers—in their eagerness to attract 
large audiences—often overlook 
other factors which ought to be 
considered in weighing the future 
of a program. 

Rating services had been called 
after senators complained about a 
“sameness” in programming, such 
as a cycle of quiz shows, and the 
current crop of westerns. But even 
as the hearing got under way, Sen. 
A. S. (Mike) Monroney (D., Okla.) 
conceded: “Our complaint may not 
be so much with the ratings as the 
sheep-like adherence of Madison 
Ave., which seems to look at them 
as if they were the Supreme 
Court.” 


= Arthur C. Nielsen Sr., chairman 
of A. C. Nielsen Co., testified that 
the broadcast division of Nielsen 
has 117 full time people in its cli- 
ent service department, responsible 
for helping clients interpret find- 
ings in a sound manner. 

“It may surprise you to learn 
that one of our major problems is 
to create and maintain the realiza- 
tion that a rating does not measure 
the popularity of a program—al- 
though some people think that it 
does,” he said. 

“Actually the rating is a record 
of the audience size, and while 
this is certainly affected by pro- 
gram popularity, it is also affected 
by many other factors, such as sea- 
son of the year, day of the week, 
hour of the day, popularity of the 
network, popularity of the stations, 
number of stations, competing pro- 
grams, preceding and following 
programs and promotion.” 


= James W. Seiler of American 
Research Bureau, said his compa- 
ny would like to see more recog- 
nition by its clients of the fact that 
a rating involves sufficient sam- 
pling error so that all programs 
with generally similar figures can 
be considered to be roughly equal. 

He said ARB tried to introduce 
this concept once “with almost dis- 
astrous results,” because clients 
said they could not work with fig- 
ures covering the range of likely 
error. 

Mr. Seiler said “no rating should 
be believed fully until you see it 
twice,” by Edward Hynes of 
Trendex, who followed him, said 
he could not agree. “Almost any 
change in our rating is explain- 
able,” he said. “I don’t see why 
you can’t rely on one rating.” 


s When Sen. Monroney suggested 
that rating services ought to make 
a more determined effort to point 
up the limitations of their infor- 
mation, Mr. Hynes discounted his 
concern. “The reports we sell are 
sold to research people in agencies 
and media,” he said. “Before they 
buy, they are completely conver- 
sant with sampling error, methods 


E, 


and other information.” 

The senator finally found one 
expert who shared his point of 
view. In his statement for the com- 
mittee, Albert E. Sindlinger, pres- 
ident of Sindlinger Co., said rat- 
ings are only “one dimension” and 
tend to stress size at the expense 
of “quality.” 

“Quality of audience, and the 
compatibility of the audience with 
the advertiser’s product, are far 
more important than the single di- 
mension of size,” he complained. 

All of the rating services hotly 
denied their results are influenced 
by client pressure. Sydney Roslow 
of Pulse Inc., said there have been 
frequent occasions when clients ob- 
jected to Pulse results. “So they 
look around in the hope of find- 
ing another service which puts 
them in a better light.” 

Mr. Nielsen bristled with indig- 
nation at the suggestion his results 
could be influenced. “Commercial 
interests of our customers are often 
opposed to one another,” he point- 
ed out, “so that any Nielsen figure 
which appears to favor any cus- 
tomer unfairly is immediately 
challenged by others—and unless 
we could prove the accuracy and 
integrity in such cases, we could 
never maintain the confidence of 
our clients. 


= Mr. Seiler pointed to the one 
week-four week data provided by 
ARB as assurance against distor- 
tions as a result of heavy promo- 
tion during rating week. “You can 
be sure that if a station’s rating is 
excessively high in rating week, 
compared with the average we 
show for the month as a whole, his 
competitor’s rep will soon call this 
to the attention of the advertisers,” 
Mr. Seiler said. 

Mr. Hynes volunteered his be- 
lief that advertisers aren’t fooled 
by heavy promotions during rat- 
ing week. “Those high ratings may 
have some use for promotion pur- 
poses,” he said, “but the advertis- 
ers aren’t fooled by them, so far as 
selling the show is concerned. Peo- 
ple who are going to buy shows 
aren’t naive enough to take one 
rating on any show. The advertiser 
often contacts us. Even the net- 
work doesn’t know it, but we may 
be rating the show for several suc- 
cessive weeks.” 


@ While he expressed sympathy 
for entertainers, producers and 
others who invest effort or money 
in programs which fail to win pub- 
lic acceptance, Mr. Nielsen con- 
tended the cancelation of a pro- 
gram is based on a business policy 
which calls for maximum sized 
audiences, that enable the adver- 
tiser to deliver his sales message 
at the lowest cost per 1,000. 

“Blaming tv ratings for the elim- 
ination of a program is as illogical 
and unjustified as it would be to 
blame the accountant for the clos- 
ing of the unpopular Broadway 
show,” he argued. 

Moreover, he added, “elimination 
of audience research would con- 
front the advertiser with the prob- 
lem of spending millions of dollars 
on the basis of pure guesswork.” 

Much of the testimony sought 
to. demonstrate that existing 
rating services are scientifically 
sound. When committee counsel 
Kenneth Cox referred to several 
instances where discrepancies ap- 
peared in ratings of the various 
services, witnesses generally point- 
ed out ratings covered different 
weeks or months, or some other 
special situation. Mr. Seiler testi- 
fied that in his opinion all the 
rating services agree 90% of the 
time. Mr. Roslow pointed out that 
most of the same programs turn 
up as leaders in all ratings. + 


Rogers & Smith Moves 

Rogers & Smith, Kansas City, 
Mo., has moved to larger quarters 
in the Home Savings Bldg., 1006 
Grand Ave. 


Last Minute News Flashes 
Hoener Files $800,000 Suit Against Miller Freeman 


PorTLAND, ORE., June 27—Edgar P. Hoener, who was dropped last 
April as publisher and general manager of The Lumberman, The Tim- 
berman and Western Builder, has filed suit in U. S. district court here 
against the owners, Miller Freeman Publications Inc., charging breach 
of contract and asking $800,000 in damages and costs. Miller Freeman 
termed the amount of damages “utterly fantastic” and said it would 
fight the suit. 


Hudson Pulp Will Back ‘Largest’ Campaign 

New York, June 27—Hudson Pulp & Paper Corp. will have 
the largest advertising budget in its history for the fiscal year 
beginning in September. While advertising schedules for the summer 
months will be light, Irwin Zuckerman, vp in charge of sales, re- 
ports that the current fiscal year will show record-breaking sales 
and advertising expenditures. Norman, Craig & Kummel handles 
the account. 


American Breaks ‘Honest Taste’ Push for Luckies 


New York, June 27—American Tobacco Co. will break a new cam- 
paign for Lucky Strike cigarets July 1 with outdoor showings in 60 
markets, color ads in 18 magazines, and on “Bachelor Father” and 
“Trackdown” (CBS-TV). Copy will be held to a minimum—‘“Get the 
honest taste of a Lucky Strike” (see cut on Page 1). Batten, Barton, 
Durstine & Osborn is the agency. 


Babcock & Wilcox Reorganizes Ad Department 


New York, June 27—Babcock & Wilcox Co. has reorganized its ad- 
vertising department into two groups to meet growing advertising de- 
mands. Stephen J. Madden, who joined the company as a copywriter 
in 1946, will head the group handling refractories (Michel-Cather), 
boilers and nuclear equipment (O. S. Tyson & Co.). Robert D. Buchan- 
an, formerly assistant ad manager, Bridgeport Brass Co., will be in 
charge of tubular products and corporate advertising (also Tyson) 
and welding fittings (Ken Seitz & Associates, Milwaukee). Charles 
Neighbors continues as general advertising manager. 


Norris Joins Seagram from Account Post at Y&R 


New York, June 27—E. E. Norris, account executive on Four 
Roses whiskey at Young & Rubicam, will join the House of Seagram 
in mid-July as advertising director of Calvert Distillers Co., a new 
position. Mr. Norris has been with Y&R for two and one-half years 
and before that was with Benton & Bowles. Andrew C. Zingale, 
formerly eastern division sales administrator for Seagram Distillers 
Co., has been named director of sales of Calvert Distillers Co., also 
a new position. Harold S. Lee was named exec vp and managing 
director of Seagram’s Calvert unit last month (AA, May 12). 


L&N, Buchanan Talk Merger: Other Lates News 


e Lennen & Newell and Buchanan & Co. are holding “serious discus- 
sions” aimed at a “consolidation” of Buchanan into L&N. Lennen & 
Newell was reportedly interested primarily in adding the Reynolds Met- 
als and Convair accounts, now at Buchanan. Last year L&N billed $45,- 
000,000 and Buchanan billed $8,932,000. L&N said recently that it was 
billing at the rate of $60,000,000 for 1958. 


e Helene Curtis Industries, Chicago, will introduce nationally its 
Tempo, the first “vanishing hair spray,” in August, following tests in 
Syracuse, Wichita and Dayton. The product is the first to combine a 
fixative and a conditioner, according to McCann-Erickson, the Helene 
Curtis agency. Network and spot tv, supplements and newspapers in 
leading markets will be used in a “multi-million dollar” campaign, 
according to the agency. 


e FCC today (June 27) set July 11 and 14 for what may be a final 
hearing on its controversial network broadcasting study. Rebuttal tes- 
timony will be heard by Dean Roscoe L. Barrow, Dean Louis H. Mayo 
and Dr. Jesse W. Markham, of the network study staff. Previously 
52 industry witnesses offered highly critical comment. 


e Four Roses Distillers Co., a unit of the House of Seagram, which re- 
cently introduced its Four Roses Antique, a straight 86-proof bour- 
bon, in California (AA, April 21), next week will move the brand 
into Arkansas and Minnesota. Within the next four months it expects 
to have distribution in most major bourbon markets. Advertising 
plans call for introductory newspaper campaigns in about 175 
dailies in 20 states, extensive outdoor coverage, and four-color 
pages in split runs starting in October in Life and Look. Young 
& Rubicam is the agency. 


e Airtex Products Inc., Fairfield, Ill, maker of automotive replace- 
ment parts—water pumps, fuel pumps, hydraulic brake parts—has 
named Waldie & Briggs, Chicago, to handle advertising, promotion 
and pr for all divisions including export. Burlingame & Grossman, 
Chicago, is the previous agency. 


e Koret of California, San Francisco, maker of women’s sportswear, 
has appointed Wyman Advertising, San Francisco, to handle its ad- 
vertising. Carson/Roberts, Los Angeles, the company’s former agency, 
will handle Koret’s fall drive, now in progress; Wyman will take over 
the spring, 1959, campaign. 


e The San Francisco Examiner will begin publication of a locally 
edited Sunday rotogravure section on Sept. 7. Entitled Pictorial Liv- 
ing, the new tabloid section will offer full color to advertisers and is 
said to be the first of its kind to be published in Northern California. 


e Foote, Cone & Belding has named Robert H. Eppler and Goodwin 
Alarik, account supervisors in its Chicago office, vps of the agency. 


e Orville M. Anderson will resign as pr director of D’Arcy Advertis- 
ing Co. July 15 “to pursue personal plans” which he will announce 
the end of July. 


e Norman Frank, former NBC television producer, has been appoint- 
ed radio-tv director of Lynn Baker Inc., New York. Mr. Frank re- 
places Robert Steel, who resigned. 


e Texas Co. (Cunningham & Walsh), New York, has scheduled a 
Fourth of July weekend radio campaign for Texaco. Planned to catch 
the heavy out-of-home audience, the drive will combine spot—20 one- 
minute spots per market in 75 to 100 markets—and network—32 par- 
ticipations on NBC’s “Monitor.” 
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McCann Acquires 
National Airlines 


(Continued from Page 1) 
riers on the lucrative New York- 
to-Miami run, used Grant Adver- 
tising here for many years. They 
came to a parting of the ways in 
1956, reportedly because of de- 
mands by National for collateral 
services at no extra charge. 

The account was then placed 
with Hoite Agey, a Miami pr man 
who had a company under his 
name. Southern Advertising then 
appeared on the scene, with Mr. 
Agey as president. However, he 
has since left the agency to re- 
turn to the pr business. 


® National Airlines has been in the 
news (see “This Week in Wash- 
ington,” on Page 6) in connection 
with a congressional investigation 
into the affairs of the Federal 
Communications Commission. The 
FCC awarded Miami’s Channel 10 
to National and it was alleged that 
the airline used improper influence 
to get the award. 

As a result of this probe, FCC 
Commissioner Richard Mack was 
forced to resign and the entire case 
is being reexamined. + 


Peace Reported Near 
in Philadelphia 
Newspaper Strike 


PHILADELPHIA, June 27— While 
the striking members of Local 
628 of the teamsters’ union rati- 
fied contracts with the Philadel- 
phia Inquirer and the Bulletin 
last night, the 28-day-old strike 
against the two Philadelphia 
dailies and the Camden Courier- 
Post continued today. 

Reason is the refusal of drivers 
at the Inquirer to cross Philadel- 
phia Newspaper Guild picket lines. 

In Camden, federal mediators 
arranged for further talks between 
the union and the Courier-Post 
today, which are expected to settle 
that dispute. 

The coming week is expected 
to bring complete peace. The 
guild and the Inquirer held dis- 
cussions in the offices of federal 
mediator Paul Yager until last 
night. 

Further negotiations are sched- 
uled for this morning, and there 
is reason to believe that the weekly 
membership meeting of the guild 
will be asked to ratify a new 
agreement with the Inquirer. 


= Meanwhile, in Oklahoma City, 
there were no new developments 
in the strike at the Oklahoma Pub- 
lishing Co., which started last week 
when 37 members of the Inter- 
national Printing Pressmen & 
Assistants Union walked off the 
job (AA, June 23). 

Officials of the Daily Oklahoman 
and the Oklahoma City Times 
said the newspapers were being 
published on schedule, and added 
that there had been no decrease in 
ad linage. Although a picket line 
has been established, members of 
two other unions at the dailies are 
reporting regularly to work. + 


WIW Signs with NBC 

WJW, Cleveland, has signed an 
affiliation contract with NBC Ra- 
dio. The second Storer radio outlet 
to join NBC, the station has oper- 
ated as an independent since leav- 
ing ABC about six months ago. No 
date has been set for the switch to 
WJW from WHK, the current NBC 
affiliate in Cleveland. 


Purex Buys Wrisley 

Purchase of Allen B. Wrisley 
Co., Chicago, by Purex Corp. Ltd., 
South Gate, Cal., has been com- 
pleted through an exchange of one 
share of Purex common stock for 
each ‘six shares of Wrisley. 
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Seklemian Shop 
Is Merged with 
Calkins & Holden 


(Continued from Page 3) 
vp and creative director of Dowd, 
Redfield & Johnstone. At Dowd 
he rejoined an old friend, Victor 
North, who was an account execu- 
tive. Both had worked some years 
ago for Montgomery Ward & Co. 

Mr. Seklemian was with Dowd 
for three years and in 1954 he and 
Mr. North decided to strike out 
on their own. “We made no solici- 
tation of any business we had 
brought into Dowd, Redfield,” he 
said. Nevertheless, Arrow shirts 
(retail promotion) and_ several 
other accounts followed to the new 
shop. 

“We started our business with 
zero,” said Mr. Seklemian, illus- 
trating by making a circle with 
his thumb and first finger, ‘“‘and 
in four years we built it up to $4,- 
000,000.” 


s Among the accounts now going 
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to Calkins & Holden with him are 
such retail promotion clients as 
Arrow shirts, Palm Beach clothes, 
Royal McBee’s portable typewrit- 
er, Simmons mattresses and Sperry 
& Hutchinson green stamps. Other 
clients include Brother Interna- 
tional (sewing machines), Chad- 
bourn hosiery, Fruit of the Loom 
textiles, J. C. Penney Co., Springs 
cotton mills (Springmaid sheets 
and pillow cases) and a number 
of Japanese accounts (Japan bi- 
cycle group, Japan trade center, 
Japan camera center and others). 

Mr. Seklemian said the merger 
with Calkins also represented a 
resolve “to take the next step fast; 
in this business, a little shop gets 
business only a little at a time, 
slowly, slowly. A big shop gets it 
faster.” 


# For Calkins & Holden, the inte- 
gration’s addition of $4,000,000 in 
business—“and not a single con- 
flicting account in the lot’”—re- 
covers most of the billings that 
went out of the agency early last 
year with H. L. (Hay) McClinton. 
Mr. McClinton resigned as presi- 
dent of Calkins and moved into a 
partnership at Reach, Yates & 
Mattoon, which then became 
Reach, McClinton & Co. Shortly 
after Mr. McClinton’s departure, 
the Prudential Insurance Co. 
moved its $5,000,000 account from 
Calkins to Reach, McClinton. Last 
July, Joseph T. Ryerson & Son 
moved its estimated $430,000 ac- 
count from Calkins to the Buchen 
Co., Chicago. The switch was ef- 
fective Oct. 1. In April this year, 
C. F. Mueller Co., a $600,000 client, 
switched to Doherty, Clifford, 
Steers & Shenfield, as did Eugene 
Hulshizer, a vp who has worked 
on Mueller at several agencies. 
Calkins & Holden billed $12,- 
000,000 last year, down from its 
1956 total of $15,000,000. The agen- 
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TS 60-second pictures of visitors has always been a terrific 
traffic-builder for convention exhibitors. In response to many 
requests, Polaroid Corporation has set up a complete convention 
service to take all the details off your hands. 

Polaroid’s new Convention Package provides everything: 
cameras, film, lights, picture mounts—and trained photographers. 

Users of this moderately priced package have found that it 
more than pays for itself. Mail coupon for full details. 
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Polaroid Convention Service, Dept. AA6, Cambridge 39, Mass. 
Please send information and prices on your 
new Convention Service. 
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cy employs about 130 people in 
four offices. 


® Today Calkins & Holden an- 
nounced the termination of its as- 
sociation with Eastman Chemical 
Products on July 31 “by mutual 
agreement.” Eastman, which turns 
out synthetic textile fibers, will 
then move to Doherty, Clifford, 
Steers & Shenfield. Eastman billed 
$481,000 with Calkins last year and 
was billing at the rate of about 
$800,000 this year. Also moving to 
Doherty from Calkins are John 
Benoze, account executive on East- 
man, and Betty Wardell, copywrit- 
er on the account. 

Last year, C&H picked up Ba- 
varian Brewing, Stegmaier Brew- 
ing and Helms Bakeries and 
George W. Luft (Tangee cosmet- 
ics). 


REACH, McCLINTON 
ABSORBS BANNING SHOP 

New York, June 25—Reach, 
McClinton & Co. today announced 
its merger with the Banning Co., a 
Los Angeles agency billing an esti- 
mated $400,000, effective July 1. 
William L. Banning, president of 
the West Coast shop, will become 
an account supervisor in the Los 
Angeles office of Reach. 

Banning accounts include Amer- 
ican Gem Society, Apex Steel Corp. 
and Metal Products Engineering 
Corp. 

H. L. (Hay) McClinton, presi- 
dent of Reach, McClinton, said the 
merger strengthened the agency’s 
West Coast office “by bringing us 
a strong man to work with Harry 
W. Witt, vp in charge.” 

Reach, McClinton’s West Coast 
operation handles Prudential (a 
regional operation), Berlitz schools 
and the Minicom division of Min- 
nesota Mining & Mfg. Co. 

Mr. Banning said the merger was 
an outgrowth of “the need for 
creative marketing services that 
can be provided on a national scale. 
The western manufacturer who 
sells nationally profits from local 
services that can best be provided 
by a national agency.” # 


Dillenbeck-Galavan Adds Two 

Dillenbeck-Galavan Ine., Los 
Angeles, has been named to rep- 
resent Mining Engineering and 
Journal of Metals in the West. 
Both magazines are published by 
American Institute of Mining, 
Metallurgical & Petroleum Engi- 
neers, New York. 


Gene Welk to Coolidge Co. 
Gene Welk has resigned as cir- 
culation manager of the Journal of 
Lifetime Living to join Coolidge 
Co., New York, mailing lists. Miss 
Welk was previously with Street & 
Smith Publications and Tide. 


Fondersmith 


Maybee 


Ensor Mirabile 


Lilley 


NEW OFFICERS—Elected to head the Baltimore Art Directors Club for 

1958-59 are George Fondersmith, Joseph Katz Co., president; Frank 

C. Mirabile, Welch, Collins & Mirabile, 1st vp; Woody Ensor, H. B. 

Davis Co., 2nd vp; Clyde B. Maybee Jr., R. W. Lapham Studio, treas- 
urer, and William A. Lilley III, Martin Co., secretary. 


Cost of Membership in Magazines’ 
Top 25 Elite Is Up 600% Since ‘35 


(Continued from Page 2) 
whose sales have increased better 
than fourfold in 22 years, wound 
up in second place last year with 
$90,522,494. The front runner was 
Life, with a fabulous $137,522,494. 
Life and Look (No. 4 in 1957, with 
$43,352,335) were launched in 1936 
and ’37 respectively. 

This Week Magazine (which, 
with an assist from Publishers In- 
formation Bureau, compiled the 
basic list shown below) bettered 
the sixfold increase in revenues 
enjoyed by the top 25 by moving 
from $1,229,043 in 1935—good 
enough for 24th place—to $39,214,- 
610 last year, taking the No. 5 
ranking. Others which exceeded 
the 500% gain include Time, The 
New Yorker, Better Homes & Gar- 
dens and Fortune. 

In 1935, the ranking picture 
looked like this: 


Rank Magazine Revenue 
1 Saturday Evening Post ....- $22,133,892 
2 aa a caine 9,209,239 
3 Good Housekeeping ........ 8,080,822 
4 Ladies’ Home Journal ...... 7,242,279 
5 “Woman’s Home Companion 6,671,127 
6 American Weekly ............ 6,564,632 
F PCRS ccdeinctinniitnis 5,800,885 
8 Time 5,116,698 
9 Cosmopolitan ......cc0 3,395,486 
OR: URI cid sninicnitintiatenenst 2,964,981 
SD: NERO Giiccetsbissseinnsisiat 2,634,414 
Be TIE i cicincccnctnstiemeescee 2,570,319 
Se FD. akiicitnnsitiniitons 2,545,210 
14. New Yorker ........cccsececeee 2,445,096 
15 Pictorial Review .............. 2,300,566 
16 "Country Gentleman ........ 2,278,753 


17 Better Homes & Gardens 2,153,152 
18 Harper's Bazaar .............. 1,793,270 
eg 1,531,169 
20 “Literary Digest ................ 1,520,246 
21 “Delineator .... 1,442,680 
OD. CREE ccitonntoiminion 1,303,318 
Bee NINES ciisctecssipwritinicnsinnisnins 1,300,382 
24 This Week Magazine ...... 1,229,043 
25 Successful Farming .......... 1,084,349 

POE: ieetnctininisintrninsl $105,312,002 


“indicates no longer published. ” indicates 
merged with Farm Journal. 


In 1957, the ranking picture 
changed this way: 


Rank Magazine Revenue 
1 Life $137,522,494 
2 Saturday Evening Post .... 90,899,031 
3. Time 45,112,621 
4 Look 43,352,335 
5 This Week Magazine ...... 39,214,610 
6 Ladies’ Home Journal ...... 29,506,441 
7 Better Homes & Gardens 29,260,386 
8 American Weekly ............ 24,749,961 
DP SI a ididiccesnbideincacsek 22,895,800 

OO. Ce tiatitetascc 21,731,543 

11 Good Housekeeping ........ 21,487,673 

12 Business Week ................ 19,740,053 

Be cr iivctenninctncs 19,424,430 

14 Reader's Digest ................ 18,052,465 

15 U.S. News & World Report 16,499,441 

16 New Yorker .............:ccc000 15,762,252 

WP Baten Peteeed cccceccssscasciseese 13,135,837 

Pes RD 5 ciewctttchectitiatbentianinas 10,432,525 

19 First Three Markets Group 10,193,841 

20 American Home ................ 10,142,010 

21 =N. Y. Times Magazine .... 9,503,414 

SB: Pemalle Cite oa sticteicsvsccos 9,030,483 

Oe CRRE  Batsiictisecccin 8,328,486 

We NE ister Asariion 8,078,432 

25 Family Weekly .................. 7,600,263 

Total $681,656,827 


¢E\n—= 


Leads The Notion ia 


Sales Performance 


: PLN SIOUX CITY, IOWA 


165% 


Sell Where the Selling’s Good-- 


in Sioux City and her billion-dollar Siouxland 
trade area... 
these good sales begin — in the pages of 
Sioux City's daily newspapers. 


and advertise where most of 


Higher Than the National Average-- 
That's Sales Management's forecast for June 
retail sales in Sioux City — Well above that of 
any other city in the United States. 
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Washington Daily News 


SPECIAL NOTICE TO ADVERTISERS 


about a major selling opportunity 


OE, Tinga on au Fe ee ae ge : a ee eee 


5 be “ 


DURING JULY, 1958 


$60,000,000 READY CASH 


IN RETROACTIVE PAY 


WILL BE PAID TO 


WASHINGTON, D. C. AREA 
GOVERNMENT WORKERS 


Annual wage increase amounts to $106,000,000 


Sixty million dollars in extra buying power, or 
$300 per person for 200,000 government em- 
ployees, will be waiting for you in July in 
Washington, D. C. 


This provides a unique selling opportunity for 
advertisers, and calls for greatly expanded news- 
paper schedules in the Nation's Capital. 


The annual pay increase amounts to $106,000,000, 
more than $525 per person per year. This follows 


e@ The Washington Post 


recent separate pay increases for postal em- 
ployees, military people, civil service retirees 
and government labor and mechanical employees 
living in Washington. This is a vast sum of 
ready spending power added to the Washington 
Metropolitan Area’s already huge $4,500,000,000 
annual net buying income. 


Make sure you share this unprecedented pros- 
perity by expanding your Washington news- 
paper schedules now. 


and Times Herald 


e The Washington Star 
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Represented bv Sawyer Ferguson Walker 


ane ss : ae ae eed gr ~~ '™ , a Te ba ae a ; si : 
arenes % ey see pie (See sik eae 4 a pil’ 3 3 ome oe = oe aes SA poly ap: a ty . = 5 as 
en tt Carrs = eo ~ : a . n ‘ F Sat ‘ : Wee ee : ‘ 2 rT 
% ae 
Ate 3 nr. i a. P : ( 
SPT ) L 4 ) v Me 
Gorn TF N on : 
eee = Za ioe 
ec a eget 
Ose gestae * ees 
Roe con ee: 
a Nee = i “ 
Reo, cee ecko ae 
fy ara la aaa < 
= Rie 3 - he eee: ? 
Bee! pe eae ey eae ee 
Pak, ne = het . ~ ok Deir 
Pi hoe Renee a Bs ces 
is ee ont uate (oo. ae 
rey es Re BS Oe eS. eee 
“ee - A Sa i 
een) . Drone S Pete ees ae 
rater spa eS aoe 
is <> eth ane Sarena a ee 
ee pe = SS i ee eg a eg ae 
anette . ete or ee yet Ss nee ee 
i ce | SLs eret =. ee. 
A 2 ok’ Spe es ts Sk Se Se We ee Bee 
But” Sb oe Se  < . = eer Ae a ae 
rece is % gare v a . Pd - ae ee =e 
et a oe Pea Nd ae ; Sega 
WeRoesr = et) Ow : . 1 * eg ae. y apa orem 
tet F a he 2 at® pe = a : 
y a se 
Set abi aa “4 te is bs Pd; i ree ad 
ee ae : eT r NE ee 
jpeg Re eines ~at Mage 
Sate Bs otis at : oe ae ~4 , oe oe 
SOW ieechs : Sa Re * * cis Sel 
ee nae Ss ° ce 
ee i See ay a eee 
pe 4 Ae ee 
2a 4 9 : an es 
é pater . Pi MS \ "me SF : a oor ae 
om ek S seer Ce > ai a MP oe ges 
F a We 2 \ eee sy re ‘ € * ea a 
ee i ae oe 
ae eck, eae Rg sagt 
eae s a ac red ES . 
Soe es na JJ Pn feeh ie Sy Se oe 
ar ros es eae ; 4 5 ae 
Sa i . Pee OEY a hi t “> ns Yeast 1 ngs 
pare itl 3 Sax > 3 - Bets Sate sor ee 
in ah ple aay — > ee . , 4 nek 4 poe = 
arate iS Cy re = P hy , ed eg ae ae ae 
ogee 3 5 Se ee BOS ~—- 7 aha ebiesin e 
- Pee oS Serge FR A ae oe 
eee ~ *4 < 3 6 1 ER RESO on ee 
Pes ae ; Pi ae 2. F oie Patt a ese SI os 2 es : ee 
Ee ie Sa op PS a : 3 RS 5 Son 
~ genet Pe FF eS S ps: i at * . ie ey 
Ae gates Br iG & pn ay te 
Ree SaaS Rew SEBS TS EE ae conned” uae 
peeve aus se a est wae. Lt Pa cae ae 
ees, ~ > als : ~~ : sae: 
Vere ¥ : SS GSTS ROG: Og, Se RES . ee hy ieee 
ee PORE — Fi Ue eR RTS. SONS ace eee ee 
Page se or ; A Z 13 eae Tee ee ee Sas . \ et aoa 
Ae ome , peta : ort a b ae onerset vat 
J . | i = eee ran ME ON, att ee ee Pin a we EY * By Be as 
ene ~amll “ ees. sre ei Qo eT Ste eS, ieee ETA cae ee eh 
eel —— AY _) SS See eee Tessie ged os RR als en "ae pe ene 
Sora ek i: eee Ss BAS eA <2", Lig tetier SS FPS SRT Ss ety . ws. a. ‘ ee 
saa a ated Vv ae Se eee et Neen ave 5 “Hess a Sse aN yf + ae 
’ _ —* >". «* Psy ae = ag so% 4 < 
ae , Pee eo ee Se eae : 
pee y = Barwa.» - eel oe Raine =P “J og Tit, Pe cane otra oe as 
ous Te ) = + a or a, SAotae 229 ra af ar Peto Sed ot BE ne = alii eee ea a 
Bi ae 2 ‘£3 f So See eee a BP ae — = ee ‘ PAE fe ise eae ne A 
ED gig : eS eee eas ie SAP. ae \' =e ‘ee: 
ee y 2¢ — ea Pas See ~ cs aS ae B . ee Pgs We ey eee Sse ae a Ras 
aaa 4 Lae: a Maes Fe. 25; Ba tases Oa as Be 3 @ peer age aaa Saal i 
one r See tank, * Ra pay 4 - Ted hy: as 23 ace ee 2 
— — ecg. So eae Oa A eee ee 
ne Z oa : * \ se. eo Sas Set eer ae eee 
if : = 7 d 7 x * + * ee = Pa. / —ae * Des ice pease 
Satie te j fy = ay me eps. > ig Sains ee RA NO? tere ae y a — emp ies * Ss Any 
Recess fo , Son i t/a Ss SS Ce Rt es Pee TS ae OF 7 =, US ; Fb US RSE eee 
ee a es = a“ hg. ga ee Sey = Se ee a oe St See oe : Bey oc att dae 
es eee SI ee >. ros ~~ ERS ae ~e » OER a * eS ae < : ee 
Oh ea a: ee a “5 : a . Mer ee Nae Rs ON ESN Se de SOS. : 5 
oe i ee Oa, ; / eee Se rae ea KURA Ry eee eee et Se aE Seem, é : 
oe » ~ bs Yi ram P yi : - ‘ TS Saye * Ft . . $2925 ea? . RS ei Bee : = 
Saas I ean oe Ee? eae < ee eR HS ~ aoa CBR eres a See oe ; 
Eee a ee a Tee See MPa ccs ae > Ss) Ses Me LA Be AS ae 
ek es Fa . oy MER wee b. wats cd a <S <p Gia es < ’ a nh ho Sa . ; 
pr as oe. = aysoren! - ae sagen oS age : _, cen Za ass. ES ee ie aaa oe 5 Su) : ; 
Beith - ‘pe et ae pies Ril ol STE Carn go Be ahs ee . VIS | 2s Sy Sree ya rg coma ists Miele ta} 3 = f 
a oo ay “ap ee a ae ee era - a ~  e . {a ot Ses Seas wae ne 2 Rees : 
Bi soe te AE og Mean eo Ne ee ae fe tren 4 _ > qa ee Oa, Pes 7 Sete ae : ; 
5 , s gp pln | Mls pecs. a sa) 
Pogeeaser LIAS ee ae % a © 5 GACY. oo: 5 i eee si re * oe ae 
ae aX. 3. eo Tins. SS 555 aan ieee ee Zl ater, 
Saas if rs Sey IS ee te ee — ba > 22 sigs? es ~-_ «> 7 oh, Beara Yes ore ae Ah eR hee EE, 
ts : OR SASS Ema “S a" ia. ~~ J = elite oo eS ee oe. l,l . hy 
ae Ri ep ea “Fe lt , ‘ i = ae Saliba. <<". ia oat a 
— : ec PS 5 " ada as en So SE RS par ga ee £.-4 ae 
ele Se. 44 OR "RY ae Seog 2 Nee ns Se Ss or Se ay ten * Bt OO ee a lia 
peg oy, hat iTS Bn ~ oe BS tat oy a) yy tel tO pa Bort >) ee S Tlie eh id ht 
ce | Sa ete ian i eating 3 eae = =e ae ee ES Se Petia. i ae ; is 
ee ers. 2 = NO oe tin Ry Ae es a Seen — eX a . wa UM cat a ae ; e 
r tae $e Sa ae, ae " ung — Pees se Bt ee eh A gn “eg i es Pye é 
r ~ X hn ee ha Z ™~ > ope . eee bee oS = 3 22 Fz ws \ oo Se oe ae. een ~ Te, aie Chae 2% ee a ae 4 
- ES te +> - ehh. . AS & As > = wee Le nied oe be on Saw r z pert. eS ee eat 2 Loe 7 pes 
= BSS a ee — > ee > aS eee eee te RS a a Sse : oe 
ae RES 2 See eS ed .- Le pe ENE canton ss pe ot ee? See RE are : Raat 
if a" Se Ns. FPO age te 2 a a, ee = eon 
Bas Ser BN tae Rea > Te ot a Ge pe a ‘ wee" baat ; See SS , 
Pe ee ee eae a ae a “ee RS 
eee - ae II Soe SAAD, ap ct tel * ATR RO Oo" aie *\ Soar ae ow 
eat “. ee te ee ge Ca Sp a aa ee CA i ara ERM 
m Seg OE Sn erage er is eee |< P= 5) ; 
Rio E AO: OS a Pe oe BOAR ERS CHE eaten a SN rately CaS Seip Ca hi Pig ee BS PS 
: yz age aia ee Se eT EA ESTAS 7 SS es A ee Tae 5 ny ‘; aoe ae Soe oP / oa 
aim ee Re eee Ss MR 5 ORY ate Seer = fe . fe. -33e:-.l—ClU(iéwM ES 3 ‘ 
ne Din: Se et eRe ee 0 AEN SO ne RR, Ses ~: pe Ben Wee... este Shape 
ees ‘ope may a ~~ S ae me roe eS an Pee eet os >, ed, eee “ “eer pee wey 7 - 
een BS. asc | pak Se peek te Sse | ei te eae OS ao es ey oS 4 pt Sep yy Le 5 Ne oie a ee ve. irks aha yee = q a 
oy A AB Ente oo we « « Se. 7 eee ee jg” ae e of Sere Pa 24) | See hoe e . 
(ie oe As Stee NT A Reet Se Paty > Ft Sarat SY. ya Ray ney Ss Ree fy A : Hot 9 ee seg ‘ a 
es pect, SSeS Ea vay orga SOS ONS > aes er ae gee ; Ge Be OS . i = rL./ / i rate 
eels ‘ tS ie pas, Betas PI ¢ Ti aoe" . Shame AER NY operas dn é “ nit et ee ite * ae eo ee ~ ee F P : 5 3 f 
reas : Bassi 2 SC NS a arene i ENE ee cee ES ee SES Pree = >. RMBs A LY fae ita 
Tee eee : J > SSAg 5S ae ee A eae <a eet. 5 See “ak con seat * 4 ofa te fp “Ye rey ar Pe 21°, a Sx ow Sea aha Be whe 
el een ys Ss a ae BERL.” Vy eet 7 oe ee pe. aa «BP eae hcg ena Se SPE \ ees LY, a omer iss 
ee Ohne Se ran; ee foie aie : ie'y =the dy ae a 4S aa eae fa PEE Bar trotn BSL aes ¢ ieee ee ee 
Sian’ Cd <n, —- P he dae ager re nt 3) mae Ce ae cate ee * - 4 os ti, eer’ Soa Aa o pee J siaty SEO 
es Pe: ee pe t+ yo. =e Teer C ND ’ Po. ane: Y ee ' eT ERS ie a 2 ee 
ae = aes a SOS x ie as eg ~_B seat re SS cattee ee \l AS ae ae Bees a 
ee 43 ’ Semtedes c= teny tS Ser tae m5 22s ea Fo rm : = ony Ore. eee Spay ‘Z Pee ht , = ie 
~ Ne et ca ee EPO a, i ale |S 5 re ee a : Atos part 3 ima ae ewe. a 
~ ahh Seo -$" iets Race A oy Q Ye es TA eae £ 2 ee f Tee ames 
Ao - “HRELS 4 oe: py ee eae eee: ee er oY. F Poe Oat. = Sea fe. | pt es oe eG ee a 
Hee ~ Se’ 5 a ee ree ee Oe oe oe ~ $ iH b As. 2 ESS is wt. ek ,. r a 
Rene: 4 ‘ ease ree: F eae 3 es 4 ~ S f pF we ee oF oy ~ aces 7 Fy Ans sarue Big oh ae: | 
‘ Ris at ae oa. : * : 4 axes i : ; ‘ 
~ em : eta — a “Re aaa xs x ~~ <% Zz i eet tS e- a ; Yo Pein 
oy . & ea aie ee 3 Se Sere tts VG Ay SS 0” Se . a iA Bao 
foe . 5 '; é ee ; oe 0 = <7 Gate wees ee Spe ee 
sa) t 2. Zee Sie . - {Sx Ny Ste Naa - PS? wile eit ~, re 
ef yee Et, 4 eee - eer er > Re Oe . Bee, Now 
oe ‘ . eee rt behets! ms e 3 OES Bae bebe ira 0s 
a = Base = 2e3 bey a St es ye i 
“e Ye * FO Se a . ay? , es roe aenailias fee J on Be ine 
‘i <2 2. J ae  B a eee ee m,° : jeans 
le <3. 3 - 2325 & Sh eh ea aR aes Poet Sagee 
é " “9S <a 2 pe a eS AY re A ee. a aews > 2." . ae tes Sets ee a a 
; ; N AJP oi i. . ee he 3 iif Ce ast ae ee i eee Sle 
; *. ae <a ie. Pee IE c } thy & o Sareea Sees, Bae ~ a ee 
Y ie. SS hee 3 SP oe SL; BERS! SoS 2 & i! Penta? es ee ne ey ae awe tee 
Ny ' ( / } f “g : > Wes £ Ack Sst FRE o aes 6 -- 8 Ea : ae a) sue eee em 
7 ons, I vat at Af Ao eS <a § eeeme eaves // } «Te ge pan Eee sae > gee ae 
: ie ~o 4 A ae > tae a fof ES Sse eee, Vf a Tee ee, ‘ : ae 
: “kh ee SP oF, eae f ese ie BI ge oS oe >: ates te sk: 
2 BUEL Mena CL eR nes be ts | Ace of LS / Soe oo fee 
NN Wisi) (4) Bina eS Be , 
Ag ee a Y aya i ‘ eS 2 ee iS ieee ae : Cig ie a F eas 
: nae oN — er * : i 9 i2 = 0, EB: , San ee <= PES ~ ics 
7 ON i (i /2 TPL Z MY RS S 3 =. iff 4 rat ee 
. . N ; . es - bee ys | BSS ee POON aC, SUE Se? ee 3 di aie g 
_ . (sh wis hia . ¥ Po ee > * af r TT 5 Spe eos Weis te 
. — AW ic rns SS EN NY, (UES OOF <i 
. , of ra ‘ % ; : Ae. 3d beri ie ee 
ts Sey ETA RRC RES" ; oe ‘ y DBE ee — Bee tere 
«, : Sa { / \ sk =§4 ee” Sra a ; Se ae 
rs x! ‘ * Tien. os \: | wt. nee, ; eink we) 
Ee ae $° Bec ae \ 7 = Y \ $s eer cue 
Bsc ~ & ~ - aie . hn Hae ees aia a 
«eS te Riss = .. fF. Sel care ae 
i \is i ss ; mee = \ ooere, ee eee, 
ry LS i, ~ x pa ae 
ae . , y YN . B/S A 
aa “ : _ 
= \ - ; J 
vied \ , af o 
a A > Sa : 
-“——-_— 2 - oes 
= ; oo aoe 
: aa 
: i 
SRE 
Se 
is 
od 
aie ae 
ee 
Po ae 
ya eae 
sa Se 
a ee i! aaa 
. er ee 
cp tee aor oe 
eee - = ee € 
et a ss eae 
; rey bape 
, age: p 
oe ; J 
a4 
Baer aig ee etme en Ons Meer eed at Ser age ae ie re cone ecg te ae 
ie tse pe ee ae ea ee Weer oary ley eae i Pre ieee he aC a eee We eH Cone a scat ee CPL Manon A Mu ige teem ino t ye : 
OI Rees eS Males ye Een. ere Ua ae Gr ae BSE ees Datiakcee wReiabee rea rer cnrE ees Nae eee ee ee ee Dect es ade Aira IER EIN eR A eet Fe pita eee tee: 
me ees ee eee Te kee eat me pu ee god rie Oh k  etest ae SE Ge gs Iie ea ed eras ek ee ce eueaaiamene Reese ts ea a ey os See al ae CNA is ean ean 
sao ree Cg JAE See heen Nae ey Metta ge i ar avs Ce eae eer pce te eet Per ieee ete ENS UCP eee Reese ae ae ce ag ene ae ove ae DS Magech Sth Pac Maa ae ese es Ce a, Se ete et np er ane ee ee 
ah nae ee | ee 2 Rey era) alec ONS SC res Shy. ee ee eee SoM eae Pose ain er eg se oe chi Si ee cy Tees earthen ee edi cometigr Veoh oe Ics heed, ee RY oo Meccan ik 5 See eS ry ae! Seer Bers, Sie ge 


